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Abstract
This Differentiation Strategy for Marketing of Sung Sim Dang Bakery & Latte Art Espresso Coffee Shop Plan (DS 
Plan) is intended to propose a differentiation strategy in marketing by analyzing Anchorage market condition to 
verify the feasibility of the successful execution for the Sung Sim Dang bakery & Latte Art Coffee Shop plan (SL 
plan), to launch a new business in Anchorage, AK. But, the SL plan was not prepared through thorough 
investigation of Anchorage market research and analysis, so that there was a risk that could not lead a successfi.il 
execution of the SL plan. This DS plan was intended to supplement the SL plan and propose a marketing strategy by 
providing Anchorage market research and analysis. To develop a marketing strategy, three market research tools 
were used; World Wide Web research, individual interviews, and literature review. Five years’ worth of data and 
information were collected to analyze Anchorage market condition including selected competitors. These data and 
information were used in two selected analyses; the segmenting, targeting, and positioning (STP) analysis, and the 
marketing mix analysis with product, price, place, and promotion (4Ps), in order to understand Anchorage market 
conditions through the STP analysis and propose specific strategies of the 4Ps through the marketing mix strategy 
(4Ps). So, finally, a marketing strategy would function as a decision making tool whether to implement the SL plan 
by the project sponsor.
Key Terms
Marketing Strategy
STP Analysis (Segmenting, Targeting, and Positioning)
Segmenting Factors (Geographic, Demographic, Behavioral, Psychographic, and Economic Factors)
Marketing Mix Analysis (4Ps: product, price, place, and promotion)
Local Latte Art Espresso Coffee Shop
SL Plan (Sung Sim Dang Bakery and Latte Art Coffee Shop Plan)
Korean Franchise Bakery (Sung Sim Dang)
Introduction
The Sung Sim Dang bakery & Latte Art plan (SL plan) was proposed to launch a new business in Anchorage, AK, 
including introduction of the background, the type, and the project execution plan with the project management plan 
(PMP) for a new business. This proposal had been intended for introducing brand-new and high-quality of breads at 
low costs and ait crafted coffee products to Anchorage residents. The SL plan’s concept was Enjoy More and Pay A 
Little, because introducing Korean franchised bakery to Anchorage market could inspire new taste to local residents, 
and provide familiar tastes of hometown breads to Korean-American, through Korea breads. A hand-made coffee 
with culinary art would provide unique flavors and fun to all local residents.
The differentiation strategy for marketing of Sung Sim Dang bakery & latte art espresso coffee Shop Plan (DS Plan) 
was intended to develop a marketing strategy for implementing and completing the SL plan successfully. The 
objective of this project was to show the feasibility of the new business by developing a differentiation strategy in 
marketing. This project included data and information of Anchorage market for up to past five years. Also, the 
competitor’s data and information, and their capabilities in Anchorage were collected for the selected analyses: the 
STP analysis and the marketing mix analysis (4Ps).
The selected analyses were implemented through three steps for the STP analysis and four steps for the marketing 
mix analysis (4Ps). The three steps of the STP analysis included the processes of segmenting, targeting, and 
positioning. Each step of the STP analysis had subsidiary steps. In steps of segmenting strategy, it included
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analyzing customer attributes by geographic, demographic, behavioral, psychographic, and economic factors; 
researching competitors’ information; and determining business customers. In steps of targeting strategy, it included 
determining a business’ capability and key success factors, researching competitors’ capabilities, and defining 
targeted segments, In steps of positioning strategy, it included identifying the benefits of selected segment, and 
developing positioning concept of a business. Like the STP analysis, the four steps of marketing mix analysis (4Ps) 
included reviewing product, reviewing price, reviewing place (distribution), and reviewing promotion. Also, each 
step of the marketing mix analysis (4Ps) had subsidiary steps. These subsidiary steps included examining and re­
assessing, and re-proposing the product, price, place (distribution), and promotion.
This final report included the contents of research method/approach and literature review, analysis, results, 
conclusion, limit and exclusion, recommendations (for further research), and references. Specifically, the section of 
Research Method/Approach and Literature Review, it showed the used research methods/approaches: World Wide 
Web research, individual interview, and literature review. And, the result of research and literature review was 
provided. In the section of Analysis, it described the specific methods of selected analyses how to implement and 
reach to the results of those analyses. In the section of Result, it summarized the results of market research and 
analyses. In the section of Conclusion, it showed the final conclusion of this project in overall. The section of Limit 
and Exclusion, it dealt with limit and exclusion with exclaimer of this final report. In the section of 
Recommendations (for further research), it showed the additional recommendations and comments when further 
research would be available after following up this project. And, in the section of References, it showed the relevant 
source, data, information that had been used for this project as Exhibits, used in this final report,
Literature Review
The literature review conducted for obtaining and understanding marketing concepts and terms of marketing to 
analyze Anchorage market condition and develop a marketing strategy. The literature review was used for reviewing 
the contents of the STP analysis and the marketing mix analysis (4Ps). Especially, the price of product in 4Ps of the 
marketing mix analysis was re-examined to the section of Limit and Exclusion in this final report in consideration of 
a concept of time value of money. Also, the literature review was used for monitoring and controlling this project.
The result of the literature review was successful in gaining credibility and validation for developing a marketing 
strategy and controlling this project. The concepts for the STP analysis and the marketing mix analysis (4Ps) and 
terms of marketing strategies were reviewed and examined with detailed information that had been used for building 
up a marketing strategy. (Kotler and Armstrong, 2011) The concepts of the time value of money for deciding prices 
of products, in which break-even point analysis was used for determining the prices of products, in the SL plan, and 
the consumer price index (CPI), which was the economic factor of the STP analysis, were reviewed and examined 
with specific criteria to re-confirm whether a new business would be operational by the suggested price and 
economic condition of Anchorage market. (Eschenbach, 2011) And, the project planning and executing processes 
were re-examined to identify it was appropriately managed and controlled through the project life cycle (Project 
Management Institute, 2013, and Pinto, 2013) Also, to manage and monitor stakeholders and their requirements, 
engagements, and attitudes, the matrix of stakeholder engagement profile was used. (Bourne, 2009)
Research Method/Approach
This project was planned and implemented through the data and information collected from the market research, 
rather than from the human subject research. By agreement with IRB board, three research methods were applied to 
this project: World Wide Web research, individual interview, and literature review. The World Wide Web research 
was used for collecting data and information for the STP analysis and the marketing mix analysis (4Ps). Individual 
interviews were used for collecting competitors’ and their customers’ data and information for the STP analysis.
Research Method/Approach
World Wide Web Research
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The World Wide Web research conducted to collect necessary sources, data, and information of the Anchorage and 
the U.S markets for the STP analysis and the marketing mix analysis (4Ps). The World Wide Web research was 
conducted through the use of “Google”, to obtain statistic data and information through U.S Census, Department of 
Labor and Workforce Development (Research & Analysis Section), Municipality of Anchorage (Planning Division), 
IRS Tax Statistics, North American Industry Classification System (NA1CS), U.S Department of Commerce, U.S 
Department of Labor (Bureau of Economic Analysis - Regional Income Division, and Bureau of Labor Statistics) 
and other private institutes and market research companies. These collected data and information mainly included 
required data and information of the STP analysis such as geographic, demographic, behavioral, psychographic, and 
economic factors. In order to use these data for the STP analysis and the marketing mix analysis, some data and 
information were intended to be used directly, and the other data and information was modified from the raw data 
and information to conclude the results of the STP analysis and the marketing mix analysis (4Ps). And, the process 
of collecting these data and information was successfully conducted to obtain necessary statistics, data, and 
information.
Individual Interview
To estimate gross sales and monitor their customers’ patterns of consumption and occasion, individual interviews 
were conducted through meetings with the business owners, managers, and employees of selected competitors, who 
were listed on the stakeholder register in the project management plan (PMP). The competitors and their locations 
were Yummy bakery, located on 1300 W 36th Ave, Anchorage, AK; Charlie’s Bakery, located on 2729 C St, 
Anchorage, AK; Kaladi Brothers, located on 3211 Providence Drive, Anchorage, AK, in a library building of 
University of Alaska Anchorage (UAA); and Starbucks, located on 1005 E Dimond Blvd., Anchorage, AK.
To examine the truth of those data provided by competitors, actual site visiting to those competitors’ locations 
conducted to monitor a steady stream of customer’s line up during peak times like breakfast, lunch, or dinner. And, 
some of stakeholders such as selected competitors of bakery and coffee shop businesses, and a primary potential 
contractor of Korean franchise bakery in the SL plan provided rough estimated sales and consumption of pattern of 
their products: breads and coffees for this project. These data were used after conducting updates through the 
individual interviews to correct any potential errors of these data and information. Also, any available official data 
and information of sales and consumption patterns of selected competitors were used to compare those collected 
data and information when applicable.
As a result of individual interview, first, to a potential primary contractor of Korean franchise bakery, the specific 
data and information of their intact marketing strategy could not be gained, but the key concepts and partial 
strategies of their marketing strategy were available to use for this project. It was data and information of high 
quality breads’ preference and their business goal. The key concept or the slogan of their business was “Nature, 
Tradition, and Health.” The partial strategy was relative to 4Ps: product, price, place, and promotion. Second, from 
the competitors and their customers, the data and information about sales and costs were successfully obtained as a 
rough estimation of magnitude. Some data and information of competitors like Starbucks could be compared with 
their official data and information. By comparison with the data and information collected through World Wide Web 
research, there was no big difference identified. But, the data and information collected through direct monitoring 
their business sites were used for the selected analyses. However, the data and information from the bakery 
businesses showed the big differences between data provided from those competitors and data monitored from them.
Analysis
By implementing market research through the World Wide Web research, the individual interview, and the literature 
review, the necessary data and information were collected to conduct two analyses: the STP analysis and the 
marketing mix analysis (4Ps). The purpose of collecting data and information of these researches were to understand 
Anchorage market and customers’ attributes. Some collected data and information were intended to provide 
Anchorage market conditions and customers’ attributes as they were, and other data and information were used to 
develop necessary tools or matrix of the STP analysis and the marketing mix analysis (4Ps). Both analyses used for 
this project had specific steps to be implemented: three steps for the STP analysis and four steps for the marketing 
mix analysis (4Ps).
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STP Analysis
Based on the collected research data and information, three steps were implemented consecutively for the STP 
analysis: segmenting, targeting, and positioning. The steps of segmenting strategy were segmenting Anchorage 
market by potential customers by geographic, demographic, behavioral, psychographic, and economic factors; 
researching competitors’ information for sales and their customers; and determining business customers. The steps 
of targeting were determining a new business’ capability and business key success factors, researching competitors’ 
capabilities for bakery and coffee shop businesses, and selecting segments that were analyzed by using the result of 
segmenting strategy. And, the steps of positioning were identifying differential segments’ benefits from the current 
market, and developing positioning concept of a business in Anchorage market. The steps of the STP analysis 
showed in Exhibit 1. And, then, the collected data and information through the STP analysis were used for 
developing marketing mix analysis (4Ps) to specify strategies or concepts for a new business.
Steps of STP 
Analysis
Step 1: Segment 
m arkets by 
potential 
custom ers
Step 1,1: Analyze 
C ustom er 
Attributes by 
Geographic, 
Demographic, 
Behavioral, 
Psychographic, and 
Econom ic factors
Step 1.2: Research 
Com petitors' 
distribution
Step 1.3: Determine 
B u s in e ss 
Custom ers
Step 2: Target 
Segm ents
Step 2.1: Determine 
Capabilities and Key 
Su cce ss Factors of 
Hew B u s in e ss
Step 2.2: Research 
Com petitors' 
Capabilities
Step 2.3: Define 
targeted Segm ent
Step 3: Decide 
Positioning 
Concepts
Step 3.1: Identify 
benefits of 
selected 
segm ents
Step 3.2: Develop 
Positioning 
Statements
Exhibit 1 -  Three Steps of STP Analysis
Segmenting
Part 1: Map, Geographic Factor, and Demographic Factor
The segmenting strategy conducted to identify potential customers and provided supporting data and information for 
targeting and positioning strategies in the STP analysis. For the purpose of segmenting, the data and information of 
the population of Anchorage were classified and collected in different factors: geographic, demographic, behavioral, 
psychographic, and economic factors.
• Geographic Factor (STP analysis): it was sorted by zip codes of Anchorage in sectional, which was the 
east, west, south, north, mid, and other areas (1,2, and 3).
• Demographic Factor (STP analysis): it included age, gender (or sex), marital status, race (origin of 
nationality), immigration rate (or number), education, occupation, (Per Capita) personal income, and 
population and population growth rate of Anchorage.
• Behavioral Factor (STP analysis): it included consumption occasions (numbers), consumption patterns 
(sorts), and brand preferences for bread and coffee, commuting rate, travel time, and transportation system 
of Anchorage.
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• Psychographic Factor (STP and marketing mix analyses): it included a trend of bakery and coffee shop, 
Korean franchise bakery, culinary art espresso coffee.
• Economic Factor (STP analysis): it showed the extent of Anchorage’s consumer price index (CPI) to 
measure Anchorage’s economic condition.
The geographic, demographic, behavioral, and psychographic factors were intended to be used for developing cross- 
tabulated matrix, or solely used for applying to the STP analysis when applicable, so that those analyzed or raw data 
and information could be used for segmenting Anchorage market by potential customer with their attributes. The 
Exhibit 2 showed the geographic factor that was segmented by sectional with Anchorage’s zip codes to the east, 
west, south, north, mid, and other areas (1,2, and 3) sections.
Exhibit 2 -  Map (Division of Anchorage by Zip code)
• East-section: 99504, 99507, and 99508
• West-section: 99502 and 99517
• South-section: 99515 and 99516
• North-section: 99501
• Mid-section: 99503 and 99518
• Othcrl-section: 99567 and 99577
• Other2-section: 99540 and 99587
• Other3-section: 99505 and 99506
These geographic factors were sorted by zip codes of Anchorage. It was intended to be used for dividing the areas of 
Anchorage by sectional, so that all sections of Anchorage, as shown in Exhibit 2 -  Map (Division of Anchorage by 
Zip code), were used to create cross-tabulated table between geographic and demographic factors to find customers’ 
attributes by segmenting Anchorage markets by sectional: the east, west, south, north, mid, and other areas, with 
population, gender, household, and % population by race. Also, median household income, Asian population,
Korean population, and per capita personal income were provided with population, gender, household, and % 
population by race in Exhibit 3.
The information in Exhibit 3 was, initially, intended to show findings in correlation with geographic factor and 
demographic factor to be used for segmenting markets by customers and their attributes in segmenting process of the
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STP analysis. Some information would be used for developing tools required in other tools or matrix used for the 
STP analysis and the marketing mix analysis (4Ps), and others were only findings to review the distribution of 
Anchorage residents and their attributes as demographic factors.
As shown in Exhibit 3, the mid and south sections of Anchorage, which were previously targeted areas for a Korean 
franchise bakery in the SL plan, showed relatively moderate level of population than other sections. The genders of 
these sections also showed moderate level population that was from 5,170 to 11,145, and the range of population in 
gender for all areas was 136 to 20,661. The households of the mid and south sections showed moderate level of 
population, which was from 4,215 to 7,981, and the range of population in households for all sections was from 156 
to 14,986. The median household income of Asian showed the moderate level when compared with incomes of all 
races. The Asian people’s income was approximately $50,000, and the range of income of all household was from 
$39,089 to $81,095, indicated on list no. 10. This amount of income was almost same amount of the per capita 
personal income of Anchorage, as indicated on list no. 13. In short, the population in the mid and south sections was 
on the middle level of population in Anchorage, which was indicated on list no. 2 and no. 3. And, the population of 
Asian, living in the sections of the mid and south sections also was on the middle level of population Anchorage.
List
No. Section Zip Cafe Name
PyjKllutinr Gemki 1fouBcholds %  Putwlirihin t i t  Race
Total Rank Male Female Family Non-loniily Total
White
Alone
black or 
African 
Alone
American 
Inti an A  
Alaska 
Native 
Alone
Aiian Alone
Rank of 
Asim (by 
Section)
NatHc 
Hawaiian 
A  Other 
Pacific 
blander 
AJJXK
Ifiipanic 
or Latino
Some 
Other 
Race Alone
Other 
Race 
(Tvkj or 
More 
Races)
1 East
99504 Muldoon 40.914 1 20.253 2066! %  4 '. 3.3,6% 14 986 54 6% 9 6% 8 7% *0 % 8 2 5% 7 7% 02% 8 7%
• m n Abbott !j>op Area 37.8V) 2 IK,'*5 18,8X5 67 4% V  6% 13.960 61 2% 7V% 103% 3 12% 8 1?; 02% 7 3%
99508 Ruaiaii Jack / UAA / Rtiecm Park 35,857 3 17,830 18,027 60.8% 39.2% 12.804 45 4% 8.5% 114% 116% 2
4 9% 94% 0.3% 8 5%
2 Mid 99503 S pen aid 11503 10 7.649 6,914 466*4 5? 4% 6.302 47 7% 5 1% 122% 125% 1 3_3% LI 1% 02*/. 79%99 MK Mitltown South 10225 n 5,170 5,055 583% 115% 4215 616% 4 0% 7,6% 8 2% 7 23% *7% 01% 7 1%
3 West 99502 Sand Lake 24,168 5 12,028 12140 70.2% 298% 8.865 650% 29% 735i 9.1% 6 20% 64% 02?. 7 3%99517 TtimaMtn 16.645 9 8.441 8.204 56 V . 43 1% 6.950 64 f% 2 8% 75% lllir*; 4 24% 65% 02% 66V.
4 South 99515 bin shore t  Occam icw 22441 6 11.145 112% 73.6% 2 M S 7.981 64.8% 3.0% o r . 9.WK 5 0 7% 7 8*/; 112% 69*;99510 Hillside Area 20.095 7 J023N 9,857 R.VJH 16754 6.879 836% 15% x r t . 4 1% 10 0 1% 35% 025. x r .
5 North 99501 Downturn! f  (in  | 1 lill / Pam k b 17,603 8 9,510 8,093 39.0% 61 0% 7,854 54.9% 82% 11.6% 7 0%
9 3 6% 7 8*/. 02% 6 7%
6 Ollier 1 99107 Chujjhik V " (2 4,737 4,474 75,0% 35,0% 3.293 83 1% 0 8% 5,3?- 1.4% 15 0 1% 3 7% 0 1% 55?.9957? Ejj;Ic River 25.771 4 12.895 12876 ?>.5% 20 5% 8.844 809% 22% J.7% 2 4% 12 0 3% 555'. 02% 4 8?;
7 Other 2 99540 Tnmn?jim Arm m If. 184 136 50 0% 50.0% IV. 925% li (% 4 1%
0.5% 16 00% 13% 0 3% 13%
99587 Carriunwl 2250 15 1.240 1 010 47 5% 525“i 1.044 887*; 01% 17% 3ir; II 00% 3 9% 0.1% 25%
8 Other 3 99505 Ft Richardson 6,174 14 3.824 2J50 94 4% 56% 1,170 65 7% 125% 14% 1-5% 14 0 8% 13 8% 0.3% 4 0 \
99505 lilmendorf 7,749 1.3 4.105 3,614 % r . 3 3% 2,030 719% 8 9% 0 6% 2 2% 13 0.4% 11 3% i) i*; 4 6?;
I'uUl Sum or Awrage % 291,836 29I.S31. 141214 143.622 66.6% 33.4% 107.333 67 V . ■i r% 6 3% 6.4% NA 1 V. 73% 07% 5 9%
ToU
9 Total Poputtoo OfrsUh Itaie 1210% | NA 2 6% 2 0% 11 8% 39 4*. 23 0% 21 1".
10
Median 
Household 
Income (by Race)
Famh’ Household
NA
97269 75,711 39223 48.113
NA
G9,025
NA
All Household 81,095 55,319 39,089 51.471 63,078
II Asian Population
Korean •1,028
NA
in ? .
t.4% NAPilqnilt' 9,663 39.2%
Other Asians IU984 4.15%
12 KoreanPopulation
Responded •10211 NAnod -nr»ponded 2-ro
13 Per Capita IVinonal Income (li S Canon, 201?) 50,150 NA
Smint (! S < Viiiun (2010 and 2013), DapMUnciil ofLahurnnd Wort, lorcc Development (Research it Awtlviw SccUoni and Municipality of Anchorage iPIttmi mg LhvrsMti)
Exhibit 3 — Geographic Factor and Demographic Factor (Population, Gender, Households, % Population by Race)
(Part 1)
But, there was an important finding to pay attention to this distribution of the population. It was a population of 
Asian to the mid and south sections. The population of Asian in the mid and south sections was relatively higher 
than other races. This was very clearly indicated in the section of % population by race through the rank of 
population and Asian. The population of these sections showed the ranks to 6, 7, 10, and 11 in a whole population in 
Anchorage, but the distribution of Asian, by % population of races, showed relatively higher level than other 
sections in Anchorage, which were ranked to 1,5, 7, and 10. Another finding was the distribution of Asian in the 
east-section of Anchorage. It was relatively higher than other sections, including zip code of 99504, 99507, and 
99508 that was indicated on list no. 1, 2, and 3 in Exhibit 3. So, the trend of Asian’s distribution was anticipated to 
be same in the nearest future because the population growth rate, which was 39.4% on list no. 9 in Exhibit 3.
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But, the total Asian population rate was only 6.4% of total population of Anchorage. Also, the rate of population of 
Korean in Asian population was only 16.3%. The population of Korean people in Anchorage was researched 4,028 
people, the highest population of Asian was Filipino with a population of 9,663 and other races of Asian were 
roughly 10,984. (U.S Census, 2010) But, through the individual interview to Korean Consular office in Anchorage, 
the estimated population of Korean in Anchorage was approximately 6,500 people. It meant that Korean, who did 
not response to the research or survey of U.S census in 2010, was almost 2,472 people. Based on those data, the 
population ratio of Korean in Anchorage was relatively less that the entire Anchorage population. Herein, the other 1, 
2, and 3 areas were excluded.
The Exhibit 4 showed % population and % married population sorted by age group in Anchorage. It was cross- 
tabulated between geographic and demographic factors to find customers’ attributes by segmenting Anchorage 
markets by sectional: the east, west, south, north, mid, and other areas, with distribution of % population by age 
group. Also, % marriage rate of Anchorage was provided from the age group: 15-17, to the age group: more than 65.
List
No.
Section Zip
Code
Name Population
% Population tiv Age Group
Under 5 5-9 10-14 15-17 18-19 20-24 25-29 30-34 35-39 40-44 45-19
70%
50-54 55-59 60-61 62-64 Over 65
8 2%
1 East
99504 Muldoon 40,914 8 3% 7.4% 69% 4 3% 2 8% 8 6% 89% 7 3% 64% 60% 72% 5 9% 22% 2 6%
99507 Abbott Loop Anea 37,850 7 0% 7.1% 7 4% 4 6% 2 9% 8 3% 8 7% 69% 7 1% 7 0% 8 1% 7 9% 6 2% 2 1% 2 5% 62%
99508 Russian Jack/
UA A /  Rogers Park
35,857 84% 74% 70% 4 9% 3 7% 91% 8.7% 6 8% 5 9% 5 8% 6 8% 6.8% 5 9% 1 9% 2 4% 85%
2 Mid 99503 Spenard 14.563 69% 5 7% 5 2% 3 0% 2 7% 103% 104%
79% 6 1% 6 9% 7 9% 7 6% 6.7% 2 1% 2 5% 8 1%
99518 Midtown South 10,225 7 1% 60% 5 8% 3 9% 26% 86% 10.5% 80% 6.5% 67% 7 7% 7 1% 66% 2 4% 2 7% 7 8%
3 West
99502 Sand Lake 24,168 74% 71% 7 3% 4 7% 2 7% 72% 83% 6 7% 7 0% 68% 80% 7 9% 67% 2 2% 2 7% 7 3%
99517 Tumai>ain 16,645 6 0% 5 8% 5 8% 3 8% 2 6% 7 3% 84% 7 0% 69% 6 6% 8 0% 8 5% 82% 2.7% 3 3% 9.1%
4 South
99515 Bay shore/ 
Ocean view
22,441 7.0% 73% 7 9% 5 0% 2 8% 6 2% 7 1% 6 8% 7 2% 7 4% 8 4% 7.9% 7 0% 2 2% 2 7% 7 1%
99516 Hillside Area 20.095 5 0% 7 1% 8 5% 5 8% 26% 3 8% 3 2% 3 6%1 60% 84% 10 5% 109*4 101% 29% 3 9% 11%
5 North 99501 Downtown / Govt, 
Hill / Fairview
17,603 62% 4 8% 4 1% 2 2% 2 3% 90% 11 4% 82% 6 8% 67% 74% 77% 7 2% 24% 3 0% 106%
6 Other 1
99567 Chugiak 9.211 6 6% 6.9% 7 7% 5 0% 2 7% 4 6% 52% 54% 7 0% 7 7% 10 7% 99% 7 7% 2 7% 28% 74%
99577 Fagle River 25,771 7 5% 7 6% 8 1% 5 2% 2 6% 5 8% 6 9% 7 7% 7 6% 7.7% 84% 82% 6 8% 2 354 2.6% 5 054
7 Other 2 99540 Tumagam Arm 320 3 1% 2 8% 5 3% 2 5% l 6% 3 4% 5 6%
8 1% 63% 41% 94% 128% 14 7% 5 6% 4 4% 103%
99587 Gird wood 2,250 5 2% 4 8% 5 7% 2 8% 1.2% 5C% 11 5% 118% 10054 86% 78% 8 2% 8 0% 24% 2.7% 43%
8 Other 3 99505 Ft. Richardson 6.174 13 3% 91% 6 7% 2 4% 5 7% 29 1% 15 2% 7 8% 5 6% 3 5% 10% 0.3% 02% 0 1% 0.0% 0.0%
99506 blmendorf 7,749 160% 114% 8 7% 2 4% 3.4% 18 2% 13 8% 112% 7 6% 41% 1 5% 04% 0 1% oc% 0 0% 02%
A w w e 18,240 8 1% 7 3% 7 2% 4 2% 3.C% 9 6% 9 6% 8 1% 7 3% 6 9% 7 9% 8 0% 7 2% 24% 2-7% 7.2%
total 291,836 NA
Total
9 % o f Married Male NA
1.20% 35 50% 6 J W .
Female 5.50% 45 70% 67 5/% 5580% tt)7 if i 28 20%
Source. U S Census (2010 iuid 2013), Department of labor and Workforce Development (Research & Analysis Section), and Municipality o f Anchmagc (Planning Division)
Exhibit 4 -  Geographic Factor and Demographic Factor (Population and % population by Age Group) (Part 2)
In Exhibit 4, the age groups, which showed higher % of population than average % of population of all Anchorage 
areas, were mostly distributed the east, south and mid sections of Anchorage. And, the relatively higher age groups 
were located on the east, and south sections; however, the relatively lower age groups were located on the mid, west, 
and north sections. Specifically, the age group of 20-24 was highly located on the east, mid, north, and west sections. 
The age group of 25-29 was highly located on the east, mid, north, and west sections, and the age group of 30-34 
was highly located on the east, mid, north, west sections. The age group of 35-39 was almost located on the east, 
west, and south sections, and the age group of 40-44 was highly located on the east and south sections. The age 
group of 45-49 was highly located on the south-section, and the age group of 50-54 was relatively highly located on 
the south section. The age group of 55-59 was relatively highly located on the south section, and the age group of 
55-59 was highly located on the south and north sections of Anchorage. Also, the % marriage rate of people, who 
were more than 20 years but less than 59 years old, were mostly located on the east, west, south, and mid sections. 
One importance finding from the distribution of people by age groups was that the active and young age groups 
were mostly located around the east, west, south, and mid sections of Anchorage. Herein, the other 1,2, and 3 areas 
were excluded.
Exhibit 5 showed the extent of distribution of occupation and education level of Anchorage as the demographic 
factor through % occupation rate and the education level in Anchorage. It indicated that the industries such as 
mining, construction, transportation and warehousing, professional, scientific and technical services; and admin,
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support, waste management, remediation services showed higher % rate of employee status. In these occupations, 
the highest difference of % occupation rate between Anchorage and the continental U.S was on admin, support, 
waste management, remediation services. Herein, the Administrative and Support and Waste Management and 
Remediation Services were “performing routine support activities for the day-to-day operations of other 
organizations... Activities performed included: office administration, hiring and placing of personnel, document 
preparation and similar clerical services, solicitation, collection, security and surveillance services, cleaning, and 
waste disposal services.” (U.S Department of Labor, 2011)
Occupation Statistics (2010) Anchorage, AK Alaska United States Anchorage vs. Alaska Anchorage vs. U.S
Employees, Total (by Place o f  Work) 147,458 256,804 119,050,433
Forestry , 1 idling. Hunting ami Agriculture Support 41 0 03% 1,035 0.40% 181,519 0 15% No No
Mining 6,282 4 26% 8,275 3 22% 573,030 0.48% Y es V n
Utilities 562 0 38% 1,711 0 67% 631,367 0 53% No No
Construction 10,846 7 36% 18,487 720% 7,437,491 6.25% Y es Ye*
Manufacturing 1,885 1 28% 11,470 4.47% 13,382,687 11.24% No No
Wholesale T rade 6,312 4.28% 8,990 3,50% 5.979,218 5.02% Yes No
Retail Trade 16,437 11 15% 35,311 13 75% 15,694,660 13.19% No No
Transportation and Waidumsing 13,495 9.15% 21,720 8.46% 4349,889 3.65% Y es Yes
Information 4,075 276% 6,486 2.53% 3,413,512 2 87% Y es No
Finance and Insurance 4,683 3 18% 7,351 2 86% 6,674,328 5.61% Y es No
Real Estate and Rental and Leasing 2,553 1 73% 5,057 1 97% 2342,657 1 97% No No
Professional, Scientific and Technical Services 10,703 7 26% 14,415 5.61% 8,139,023 6 84% Yes Y e s
Management o f  Companies and Enterprises 2,566 1 74% 3,368 1.31% 3,108,210 2 61% Yes No
Admin, Support. Waste Mgt, Remediation Services 21,625 14.67% 24,809 9.66% 8,142,034 6.84% Y es Y es
Educational Services 1,487 1.01% 2.771 1 08% 2,778,060 1.00% No Y es
Health Cate and Social Assistance 21,782 14 77% 44,124 17.18% 16,832,211 14 14% No Yes
Arts, Entertainment and Recreation 2,374 1 61% 4,754 1.85% 2.077,705 1.75% No No
Accommodation and Food Services 14,072 9 54% 25,982 10,12% 11,739,498 9 86% No No
Other Services (Except Public Administration) 5,678 3 85% 10,688 4 16% 5.551,339 4  66% No No
Education Level (more than 25 years old, 2010) Anchorage, AK Alaska United States
Did Not Complete High School 12,702 7.36% 36,238 8.75% 30,370,155 15.35% No No
Completed High School 41,903 24 29% 116,228 28.07% 57,863.097 29.24% No No
Some C olley 47,679 27 64% 112.972 27 28% 40,691,836 20.56% Ye*
Completed Associate Degree 15,771 9 14% 35.029 8 46% 14,841,627 7.50% y £ *
Completed Bachelors Degree 35,105 20.35% 73,883 17 84% 34,682,582 17.52% Y es Y es
Completed Graduate Degree 19,322 11 20% 39,787 9.61% 19.465.340 9 84% Yes
Source: North American Industry C In* si Heal ion System (N AICS)
Exhibit 5 -  Occupation and Education level in Anchorage
However, the locations of these occupation groups were located all-around of Anchorage, so that any characteristics 
of sectional occupation groups could not be identified. And, the extent of education level in Anchorage was higher 
than the continental U.S, The people, who had higher level education than a college, were more than 75% in total 
population.
In Exhibit 6, it showed population of the immigration to Alaska in the U.S, as a demographic factor. The gross 
migration popu lation to Alaska was indicated from 2000 to 2011. The states of California, Texas, and Washington 
were shown the high level of immigration. But, the population of immigration from foreign countries to Alaska was 
moderate level, in which other states such as Alabama, Colorado, Florida, Georgia, North Carolina, Oregon, and 
other rest ot states, were showed less population than Alaska. It indicated that the population of immigration from 
other countries to Alaska was moderately high level in the view point of total population of Alaska that was 291,836 
in 2010 because the population of Alaska was ranked the 47th largest population in the United States. (U.S Census, 
2013) This trend of the immigration to Alaska was expected to show similarly for the next several years.
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Year A lahama Catifbmifl Colorado Klondn Gcof£m North Carolina Oregon Texas Washington Foreign
2000-2001 275 2.522 940 1.131 826 994 1.334 2.122 2.692 1.250
2001-2002 411 2.663 1.096 1,149 906 1,039 IJ92 2.164 3,073 1,456
2002-2003 381 2,557 1,118 1,244 877 800 1,321 2.194 2.942 1.427
2003-2004 419 2,635 1.029 1.209 890 783 1.502 2,189 3,019 1.509
2004-2005 357 2.580 1,103 1.124 849 869 1.241 2.035 2.757 1.323
2005-2006 433 2.507 985 1.344 942 1.344 1.388 2.178 2.949 1.507
2006-2007 396 2.364 845 1.197 824 851 1.247 2.459 2,547 1.507
2007-2008 500 2,743 900 1,334 750 767 1,214 2,370 2,525 1,346
2008-2009 423 3,207 1.087 1,580 942 1,082 1.294 2.443 2,680 1.294
2009-2010 534 2,959 1,153 1,607 1.039 840 1.539 2.506 2.858 1.650
2010-2011 620 2,817 1.033 1,705 1.164 1.016 1.464 2.636 2,817 1.171
Sources: IRS Tax Statistics, Alaska Department o f  Labor and Workforce Development, Research nnd Analysis Section
Exhibit 6 -  Population of Migration to Alaska
Part 2: Behavioral Factor
The behavioral factor of Anchorage market was analyzed to find customers’ attributes with commuting rate, travel 
time, transportation system, consumption occasions (numbers), consumption patterns (sorts), and brand preferences 
for bread and coffee. Especially, commuting rate, travel time, and transportation system were analyzed by all age 
groups of Anchorage to identify potential customers’ attributes that what transportation methods were used and how 
long time people spent to commute with those transportation methods, by each age group of Anchorage. And, the 
consumption occasions (numbers) and the consumption patterns (sorts), and brand preferences for bread and coffee 
were used to identify potential customers’ attributes about bread and coffee products. It was basically intended to 
find these attributes from the selected competitors’ customers.
The behavioral factor, used for segmenting strategy, was analyzed and used to understand potential customers’ 
attributes in correlation with previously analyzed geographic factor and demographic factor. Especially, it was 
intended to identify customers’ attributes with different age groups to understand by sectional, which was previously 
provided in Part 1: Map, Geographic Factor, and Demographic Factor.
Commuting Rate, Travel Time, and Transportation
In Exhibits 7, it showed the transportation methods to work, and the time to travel to work place, which were sorted 
by Age group. The most common method for traveling to work was car, truck, or van. The age groups, 20-54, 
mostly used their own vehicles, which showed more than 75% commuting rate. The time of travel of commuting to 
the work site was almost less than 24 minutes. Approximately 50% to 60% of all age group was traveled within 24 
minutes in Anchorage. And, the relatively active and young age groups, 20-44, and middle age group, 45-54, 
showed higher % rate of using public transportation. In short, the most people used their own vehicles for 
commuting with car, truck, or van, rather than public transportation. The travel time to their work site was mostly 
less than 25 minutes in Anchorage. In conclusion, the people in sections of Anchorage, including the mid, and south, 
and east sections in Anchorage, could assess almost all the areas of Anchorage within 25 minutes through their own 
vehicles or within almost 40 minutes through public transportation system.
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Car, Truck, or Van (alone) Cor. Track, or Van (corpoolcd)
Public Transport!)ion 
(excluding taxicab)
Total
Toiul Worker (over 16) 113,360 21,155 2,004 136,519
A geO ou p
16-19 3 20% 7.30% 8 30% 3.80%
20-24 10.30% 16.50% 29.30% 1230%
25-44 42.30% 41 60% 21.10% 41,60%
45-54 24.90% 20.10% 2890% 23.50%
55-59 10.00% 7.00% 4,10% 9.40%
Over 60 9.30% 7 50% 8.20% 940%
Median A ge 42 39,4 29.8 412
Travel Time to Work (minute) Car. Track, or Van (alone) Car. Truck, or Van (corpoolcd)
Public Transporatiou 
( c c  hiding taxicab)
Total
Less ihnu 10 13 90% 17.30% 000% 15 10%
10-14 22,40% 13.90% 680% 20 70%
15-19 22.90% 26.40% 3.10% 22.40%
20-24 18.30% 18,50% 7.60% 17 40%
25-20 6.80% 4.00% 2.90% 6.10%
30-34 9.30% 8.00% 14.30% 9.50%
35-44 3.00% 5.40% 3 60% 3 30%
45-50 2.30% 3.50% 36 80% 3.00%
More than 60 1.10% 2.80% 24.80% 2.40%
Mean of-Travel Time (mmute) 17.8 20 404 193
Source: U S Census & Department o f  Transportation and Public Facility (Alaska)
Exhibit 7 -  Transportation to Work and Travel Time to Work in Anchorage
Occasions and Patterns o f Consumption
The behavioral factors such as consumption occasions (numbers) and consumption patterns (sorts) were investigated 
through the individual interview from competitors and their customers, and the brand preferences of bread and 
coffee collected through World Wide Web research. The data and information of these factors were mostly related 
with competitors’ information such as the amount of sales or consumptions, and consumption patterns of bakery and 
coffee shops.
The selected sites of the individual interview were Yummy bakery, located on 1300 W 36th Ave, Anchorage, AK; 
Charlie’s Bakery, located on 2729 C St, Anchorage, AK; Kaladi Brothers, located on 3211 Providence Drive, 
Anchorage, AK, in a library building of University of Alaska Anchorage (UAA); and Starbucks, located on 1005 E 
Dimond Blvd., Anchorage, AK. Other vendors for coffee and bakery businesses were assumed to have a similar 
consumption (sales) and patterns of these investigated competitors. •
• Bread Consumption or sales (Yum my bakery and Charlie’s bakery): approximately 150 to 200 units of 
bread with a price range from $ 1.5 to $20 (Yummy bakery), approximately 50 to 100 units of bread with a 
price range from $3 to $35 (Charlie’s bakery)
• Coffee Consumption or sales (Kaladi Brothers and Starbucks): approximately 200 to 300 units of 
coffee with a price range from $2.00 to $5.50 (Kaladi Brother), approximately 250 to 350 units of coffee 
with a price range from $2.5 to $5.75 (Starbucks)
• Consumption Patterns (bakery business): mostly in mealtime such as morning, launch, and dinner
• Consumption Patterns (coffee shop business): all day
Preference o f  Bread and Coffee
There was a consumption pattern to choose bread and coffee products. When consumers choose and purchased 
products of bread and coffee, almost 90% of consumers were preferred well-known or famous high quality products. 
In specific, approximately 44% customers chose store-brand and 46% customers chose name-brand products (Harris 
Interactive, 2014). For products of bread, consumers were mostly preferred name-brand breads or store-brand breads 
that were most frequently advertised through public media, local banners, or local flyers; however, the preferences 
of consumers for coffee products was identified in two different categories: brand of coffee, and distance and 
location of coffee products from consumers. Almost 50% of consumers wanted to purchase a brand-name coffee 
with no concerning of distance to the coffee products, and another 50% of consumers considered the distance to
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coffee shops. It meant that the potential customers of bakery set a high value on the quality of bread, but the 
potential customers of coffee shop set a high value on both quality and distance to purchase it. This result came from 
the individual interview to potential competitors’ customers.
Additionally, the preference of consumption for breads was also investigated. The average consumption or serving 
of bread was 1.78 servings a day in 2009, but it declined from 3.72 servings per day in 1999. And the consumption 
had been decreased for artisan bread from in-store bakeries decreased 8%. But 25% consumers wanted to purchase 
multiple products like Italian or French bread from in-store bakery. Or 73% consumers wanted to purchase bread 
from the supermarket aisle; however, the bread sales in-store bakeries were down from 2009, except for the artisan 
breads. (International Deli-Dairy-Association: IDDBA, 2010) This meant that customers set higher value on the 
quality of bread, but not on the prices of the bread when they purchased breads.
Part 3: Psychographic Factor
The psychographic factor in segmenting strategy was analyzed to find customers’ attributes with a trend of bakery 
and coffee shop, Korean franchise bakery, culinary art espresso coffee. This was intended to identify the main 
stream of consumption for the products of bread and coffee, awareness and favor to Korean bread and Korean 
franchise bakery, and the preferences of new style coffee products like art crafted coffee.
Trend of Consumption for Bread and Coffee
The trend of consumption for bread was changed on the quality of products such as organic products, multi-grained 
products. “Bakeries of all sizes can increase their margins and stay in business. Small companies can cater to 
people's desire for handcrafted artisanal products and thus build a recognizable niche that larger operation would 
have a hard time replicating... Bakeries can make use of par-baked products to cut down on baking time, or appeal 
to growing demand for organic products...” (IDDBA, 2010) As indicated by IDDBA, the triggers of consuming 
breads were the quality of products. People’s wants and desires on healthy products were focused on maintaining 
their health, but not on the price of products. The consumption of healthy bread was gradually increased for a decade 
already. Also, the coffee consumption in the world was increased. “The coffee consumption was in coffee producing 
countries in on the rise, increasing by 3.9% from 2004 to 2008. Many experts predict that Brazil will displace the 
United States as the single largest coffee consuming market in the world within the next few years, somewhere from 
2014 to 2016. Emerging markets (considered those outside of the EU, US, and Japan) are another source of growth, 
with consumption increasing 4.7% from 2004 to 2008.” (Specialty Coffee Association of America, 2012)
Korean Franchise Bakery
The consumption pattern of breads in the South Korea could be investigated. By implementing the individual 
interview with the Sung Sim Dang bakery, who was a potential primary contractor in the SL plan, the market 
condition of Korean bakery in South Korea was already filled so the current market in South Korea could not be 
expanded any more. This situation induced the major Korean franchise bakeries to focus on overseas business. Like 
the case of Paris Baguette that was the biggest bakery in South Korea and had a mother company: Paris-Croissant 
Food Company, the major Korean franchise bakeries had started to provide franchise businesses in several countries 
such as China, France, Vietnam, U.S, and other European countries. Especially, in the U.S, the location o f their 
Korean franchise company launched to the states of New York, California, and other cities. The customers were 
satisfied the quality of bread, even though their prices were relatively higher than other Korean franchise bakery 
companies’ in South Korea. The customers who purchased breads from a Korean franchise bakery in other countries 
were fully satisfied the quality of their products, and the returning rate of customers to purchase their products was 
more than 85%. Also, by the individual interviews to competitors’ business sites, the competitors’ customers wanted 
to re-purchase the breads more than 90%.
Culinary Art Coffee
The coffee shop with a concept of a culinary art coffee was increased in the view point of world market because a 
new life style or pattern led changes of values with coffee. “Things like single-origin beans, exacting brews that
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highlight subtle nuance, and a greater overall appreciation of coffee could change our relationship from the 
commodity model.” (MarketWatch, 2012) But, in Anchorage market, there were still no coffee shops to focus on 
the culinary art coffee, but a lot of coffee vendors provided high quality coffees in several different types. Only 
some coffee vendors provided culinary art coffee by the customers of requests, but provided art crafted coffee 
products were not guaranteed the same flavor and fitn to customers. It would not be intended to disparage the 
barista’s skills to make coffee, but there was no certified barista from qualified institutions such as Speciality Coffee 
Association of Europe (SCAE) in Anchorage market.
Part 4: Economic Factor
The economic factor in segmenting strategy was analyzed to find and understand Anchorage market condition with 
a consumer price index (CPI) whether the economy of Anchorage could make an effect to potential consumers’ 
purchasing power toward goods and services, in specific for bread and coffee products.
CPI
The CPI is a measurement tool for the yearly cost of market’s and customer’s purchases that would be compared 
with the cost in a base year. (Eschenbach, 2011) So, the CPI is a measurement index of price changes of goods and 
services, and is measured by the extent of price change level of market goods and services, and it is a most common 
method to measure the economic condition of any selected areas. Any trends of inflation and deflation of selected 
market could be found out. The CPI was set a value of 100 to a base year. If the number of CPI was more than 100, 
it meant that the market cost of purchasing goods and services was increased and experienced inflation. On the 
contrary, if the CPI was less than 100, the market cost of purchasing goods and services was decreased and 
experienced deflation.
In Exhibit 8, it showed the percent average CPI and % change from 2010 to 2014. The base year of CPI was 1980 to 
1984. Exhibit 8 showed % changes of CPI that fluctuated from 2010 to 2014. The % changes of CPI were increased 
from 1.8 to 3.2 between 2010 and 2011, decreased from 3.2 to 2.2 between 2011 and 2012, increased from 2.2 to 3.1 
between 2012 and 2013, and decreased from 3.1 to 1.6 between 2013 to 2014; however, even though the CPI 
fluctuated for five years, from 2010 to 2014, the value of CPI were all higher than 100. So, there was no dramatic 
economic crisis or economic changes happened in Anchorage, AK. This meant that the price of goods and services, 
including bread and coffee products, was increased because % change of CPI showed more than 1.0 for all years. 
Also, the consumption of goods and services was increased consistently because CPI from 2010 to 2014 showed 
more than 100.
Anchorage U.S.
Annual Anchorage 
Average
Annual Anchorage 
Percent Change From Previous Year
Annual U.S. 
Average
Annual U.S.
Percent Change From Previous Year
2014 215.805 1.6 236.736 1.6
2013 212.381 3.1 232.957 1.5
2012 205.916 2.2 229.594 2.1
2011 201.427 3.2 224.939 3.2
2010 195.144 1.8 218.056 1.6
Source: U.S. Dept, of Labor, Bureau of Labor Statistics (BLS).
Exhibit 8 -  Consumer Price Index (CPI) in Anchorage
In conclusion, the cost of goods and services in Anchorage was increased and expected to show the similar trend in 
the nearest future. And, the consumption of goods and services of Anchorage residents would be expected to be 
increased.
Part 5: Research of Competitor
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The research of competitors was intended to provide specific data and information of selected competitors: Yummy 
Bakery, Charlie’s Bakery, Starbucks, and Kaladi Brothers in Anchorage. Also, the market size of bakery and coffee 
shop businesses were provided to understand Anchorage market condition in comparison with other continental 
states in the U.S.
Market Size o f Bakery and Coffee Shop Businesses
A lot of big companies and local retail stores already had provides enough amounts of breads to consumers in the 
U.S. But, the local retail stores had the strength of sales to offer specialty goods. The Korean franchise bakery would 
be the new supplier to provide specialty goods to Alaska residents. The bakery industry in the U.S. had 2,800 
commercial bakeries with annual revenue of $30 billion dollars, and 6,000 retail bakeries with total annual revenue 
of $3 billion dollars. The commercial bakery market was highly concentrated with the 50 largest companies, which 
generated 75% of the industry’s revenue. And, the retail bakery market was highly fragmented with the 50 largest 
companies, which generated only 15% of the industry’s revenue. The profitability of bakery market was strongly 
tied to the efficiency of their operations. Large bakeries had advantage of economies of scale, while small bakeries 
had advantage for offering specialty goods and offering superior local services. (American Bakers Association, 2011)
In Exhibit 9, the Alaska’s bakery market’s detailed information was described about jobs and wages. The Alaska’s 
bakery market size was the smallest in the U.S. Thus, the Anchorage’s bakery market size was highly smaller than 
other cities.
State
Direct
JobB
Direct Wage* 
(in llioiisonris) Total
Total Wages 
(in tliouMimfc)
Total Output 
(in thousamfc)
U S Continental $633,020 S31,495.974 SI.760.363 $90,214,425 $310,971,294
Alabama $7,399 $374,152 $17,071 $782,976 $2,518,132
Alaska $875 $43,900 $1,564 $97,723 $234,147
Arizona $8,458 $402,726 $20,306 $1,045,301 $2,810,742
Arkansas $6,648 $306,660 $18,349 $734,460 $3,193,332
California $89,016 $4,609,225 $262,147 $14,692,514 $49,102,268
Source: America Bakers Association
Exhibit 9 -  Bakery Industry in Alaska
The sector report of Specialty Coffee Association of America (SCAA) contained that the U.S. coffee market size 
was estimated at $30-32 billion dollars. And, 40% of 18-24 age groups drank coffee daily; up from 31% in 2010, 
while 54% of 25-39 age groups drank coffee daily; up from 44%. The drip coffee sales showed from 3.5%, in the 
3rd quarter; to 4.7%, in the 4th quarter of 2010. And, the coffee preparation at home was up 4 % points with 86% of 
past-day coffee drinkers. In short, the coffee consumption had been gradually increased. (SCAA, 2011)
Rank Name of City
Coffee Shop 
(per 10,000 people)
1 Anchorage. AK 28
2 Seattle. WA 25
3 San Francisco 22
4 Bellingham, WA 2.1
5 Portland, OR 2.0
6 Bremerton, WA 1 9
7 Boulder-Longmont, CO 1 8
8 Olympia, W A 1 8
9 San Luis.CA 16
10 Santa Rosa, CA 1.5
Source: MarketWatch and NPD Group
Exhibit 10 -  Rank of Coffee Shop (Per 10,000 people)
In Exhibit 10, the number of coffee shop in Anchorage was ranked on 1 st, by per population. The coffee shop, per 
10,000 people, was 2.8 stores in Anchorage. (MarketWatch, 2005) It showed the information that was numbers of 
coffee shop, per 10,000 people in Anchorage and Anchorage was ranked on 1st among top 10 cities in the U.S. It
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indicated that there were already high numbers of coffee shops had served Anchorage residents from 2005. The 
competitors of a coffee shop business were full and the level competitions between local venders were expected 
relatively high.
Location o f  Potential Competitor
This section, Location of Potential Competitor, was intended to show the distribution of selected competitors for 
bakery business and coffee shop businesses in Anchorage. The locations of competitors of bakery business were 
indicated in Exhibit 11 and the locations of competitors of coffee shop business were indicated in Exhibit 12.
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Exhibit 11 -  Location of Yummy bakery and Charlie’s Bakery in Anchorage
In Exhibit 11, the locations of competitors of a bakery business were on the mid-section in Anchorage. And there 
were no similar conceptual bakeries of Asian bakery or Asian franchised bakery in all areas of Anchorage. Herein, 
other local bakeries were excluded since they didn’t sell their product with concepts of Asian bakery and Korean 
bakery.
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Exhibit 12 -  Location of Kaladi Brothers and Starbucks in Anchorage
©2015, Scott You - 1 5 -
Project Management Department, University of Alaska Anchorage
In Exhibit 12, it showed the sites of coffee shops of Kaladi brothers and Starbucks in Anchorage. The main 
contractors or direct management stores of Kaladi brothers were seven stores: one store to the north-section, three 
stores to the east-section, two stores to the south-section, one store to the mid-section, and no store to the west 
section in Anchorage. Herein, any kiosk type coffee shops were excluded. On the contrary, the main franchised 
contractors of Starbucks were eleven stores: no store to the north-section, five stores to the east section, three stores 
to the south section, one store to the west section, and two stores to the mid-section in Anchorage. Also, any kiosk 
type coffee shops were excluded. One finding from competitors' locations was that both coffee shops were located to 
easy assessable sites to the New Seward Highway and the Minnesota Drive Expressway.
In Exhibit 13, the total units of each coffee store were numbered by sectional. The north, west, and mid sections had 
relatively low stores, but the east and south sections had relatively higher number of stores. It indicated that the 
competitors’ coffee shops were mostly located on the east and south sections of Anchorage.
North
stoic
Kaladi Brothers 1
Slarbucks 0
West
store
Kaladi Brothers 0
Starbucks l
Mid
store
Kaladi Brothers 1
Starbucks ■j
East
store
Kaladi Brothers 3
Starbucks 5
South
store
Kaladi Brothers 2
Starbucks 3
Exhibit 13 -  Units of Kaladi Brothers and Starbucks by Sectional Areas
The sales or consumption of bread and coffees are indicated in “Occasions and Patterns o f  Consumption” in 
“Segmenting (Part 2) -  Geographic Factor and Behavioral Factor.” The numbers of sales or consumption of both 
bakery and coffee markets were as follows:
• Bread Consumption or sales (Yummy bakery and Charlie’s bakery): approximately 150 to 200 units of 
bread with a price range from $1.5 to $20 (Yummy bakery), approximately 50 to 100 units of bread with a 
price range from $3 to $35 (Charlie’s bakery)
• Coffee Consumption or sales (Kaladi Brothers and Starbucks): approximately 200 to 300 units of 
coffee with a price range from $2.00 to $5.50 (Kaladi Brother), approximately 250 to 350 units of coffee 
with a price range from $2.5 to $5.75 (Starbucks)
• Consumption Patterns (bakery business): mostly in mealtime such as morning, launch, and dinner
• Consumption Patterns (coffee shop business): all day
Part 6: Result o f segmenting
As a result of segmenting, Exhibit 14 showed the ranks of all sectional segments of Anchorage market. The ranks 
were sorted by population and age groups. The east section was ranked 1st with the total population and Asian’s 
populations, household, and all age group, so that the east section could be a best choice for a new business site 
when only considered with by population and household, and the second choice could be west section under the 
same condition since the total scores of the east section and west section were 14 and 39, in which lower score 
meant higher rank.
By the age groups, the east section could be also the best choice and the second choice could be the west section or 
south section in consideration with the distribution of all age group because the total scores of the west and south
© 2015, Scott You
Project Management Department, University of Alaska Anchorage
- 16-
sections were 39 and 42; however, in consideration with the relatively active age groups, which were 25-54, the total 
scores of the west and south sections were 18 and 18. In consideration with the age groups, more than 40, relatively 
higher age groups, the total scores of the west and south sections were 21 and 16. It meant that the best site of a new 
business would be differently decided among the east, west, and south sections.
However, selecting segments of location and customer to be targeted were indicated to the Segment Selection 
Matrix in Exhibit 15, which was considered in correlation with data and information of population, income, 
transportation, and competitors with the factors: distributions of population and age groups.
STP I'nctor
itank o f  Segment (by Sectional) Description
Hast Mid West South North
Population (Total) 1 4 2 3 5
Population (Asian) 1 2 3 4 5
Household 1 4 2 3 5
Total 3 1(1 7 10 15 All factors included, low score indicated higher rank
Age Group
toink o f  Sc.gnent (by Seclionnl) Description
Fast Mid West South North
20-24 1 2 3 4 5
25-29 1 2 3 5 4
30-34 1 2 3 4 5 Gap o f  % population: 0.6% (rank 3 and 4)
35-39 1 4 2 3 5 Gap o f  % population: 0.7 % (rank 2 and 3)
40-44 1 3 4 2 5 Gap o f  % population: 0 2% (rank 3 and 4)
45-49 1 4 3 2 5 Gap o f  % population: 0.4% (rank 3 and 4)
50-54 1 4 3 2 5
55-59 I 4 3 2 5
60-61 1 4 3 2 5
62-64 1 4 3 2 5
Over 65 1 3 2 4 5
Total 14 46 39 42 69 All factors included
ToihI (25-54) 6 19 IS IS 29 lo n er  store indicated hivjher rank
Total (more (linn 40) U> 21 16 Loner scoi e indicated higher t <
Exhibit 14 -  Rank of Population and Age Group (by Sectional)
The specific results of segmenting processes were summarized with segmenting strategy’s all factors: Demographic, 
Behavioral, Psychographic, and Economic Factors. This information was intended to provide short summaries to be 
used for targeting strategy. •
• Population growth rate: it showed that Asian was ranked first, Hispanic or Latino was ranked second, and 
other race (two or more races) was ranked third, so that the best choice could be Asian.
• Median Income and per capita personal income: it showed that the median income was ranked first on 
white race, second on Hispanic or Latino, third on black or African. In fact, the second and third ranks did 
not show big gap of the median income; however, all those races, as a sum, showed slightly higher per 
capita personal income, which was $50,150, when compared with the average of per capita personal 
income in the U.S. One finding of these criteria was Asian’s average income showed approximately 
$50,000. That was almost middle level income in the U.S. So, Asian could be also targeted as potential 
customers, by assumption that the consumption tendency was proportional to income level.
• Asian and Korean population: The first rank of population in Asian was Filipino. The population of 
Korean-American in Anchorage was approximately 6,500 people. So, if the bakery business section 
targeted on Filipino like Korean-American, there was high probability to increase sales of breads because 
Filipino were mostly familiar with Korean culture and foods for a decade, so that they showed favors to 
Korean products.
• Immigration: 1,171 people immigrated to Alaska between 2010 and 2011, and similar population had 
immigrated to Alaska from 2000 to 2009. This trend of the immigration to Alaska was expected to show 
similarly for the next several years. In consideration with both the population of immigration from foreign 
countries to Alaska, and other states to Alaska, these new comers could be new potential customers.
• % of married: it showed that the age group, 35-44, was ranked first; the age group, 55-64, was ranked 
second, and the age group, 45-54, was ranked third. So, the targeted customers could be divided in two
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separate groups. First group to be targeted could be more active ages between 35 and 44 olds, and another 
targeted group could be elders, between 55 and 64 olds.
Occupation: Between several occupation groups in Anchorage, the health care and social service was 
ranked first. Admin, Support, Waste Mgmt., Remediation Services was ranked second. The retail trade was 
ranked third. All % rates of occupations in Anchorage showed higher level of % rate of occupation than the 
average of it in the U.S. However, the health care and social service were relatively and highly located on 
the mid and east sections in Anchorage.
Education level, total worker (by car, truck, or van), and Car, truck, or van (alone and carpool, by 
age group): In education, people who obtained college degree were ranked first. People who obtained high 
school diploma were ranked second. People who obtained bachelor degree were ranked third. And, people 
who obtained graduate (master) degree were ranked fourth. And, all four education levels were higher than 
the average of the U.S. However, using car, truck, or van (alone and carpool) showed almost 90% of total 
transportation method. The age group, 25-44, was ranked first for using car, truck, or van for traveling in 
Anchorage, so that the probability of young and active age group to commute to their school was expected 
to be higher than other age groups. If a new business targeted those groups, the condensed location of 
school could be the best choice such as University of Anchorage (UAA) and Alaska Pacific University 
(APU), in which those colleges were located between the mid and east sections.
Transportation time and travel time to work: the ranks of using public transportation; car, truck, or van 
(carpool); and car, truck, or van (alone) were showed first, second, and third in an order. And, the travel 
time to work was mostly in the categories between 15-19 minutes, 10-14 minutes, and 20-24 minutes. In an 
order of time groups, they were ranked first, second, and third. So, if possible, the business site of a new 
business could be better nearby the targeted customers’ residential areas with 10 to 15 min, under 
assumption that the transaction or consumption of business products could be sold within 5 minutes per 
transaction.
Bread consumption (Yummy bakery and Charlie’s Bakery): the sales of breads were approximately 
150 to 200 units with a price range from $1.50 to $20 for Yummy bakery, and the sales of breads were 
approximately 50 to 100 units with a price range from $3 to $35 for Charlie’s bakery. So, the targeted sales 
units and prices would be better within 50 to 200 units and $1.50.
Coffee consumption or sales (Kaladi Brothers and Starbucks) and Consumption Patterns: the sales of 
coffee were approximately 200 to 300 units of coffee for Kaladi Brother, and approximately 250 to 350 
units of coffee for Starbucks. So, the targeted units of sales would be better within the range o f200 to 300 
units. And, breads were highly sold on mealtime such as breakfast, launch, and dinner, but coffee products 
were sold all day long. So, the sales strategies for coffee and bread needed to be developed separately. 
Preference and trend of consumption of bread and coffee: the consumers of bread were expected to 
prefer a name-brand, shown almost 90%, and the consumption tendency was focused on the quality of 
bread, rather than price. The consumers of coffee did not show any preferences for coffee products if they 
could purchase them with similar quality. The consumers showed that the distance of coffee shop was one 
of the most sensitive factors of coffee consumption. The trend of consumption for a decade also showed the 
importance of quality of bread in consideration with an issue of nutrition, even though the price rose 
gradually for a decade. Also, the coffee consumption increased slightly every year for a decade.
Korean franchise bakery: the new consumers in the U.S were mostly satisfied with Korean style bread in 
New York, and California, as well as other countries like China, France, and other European countries. But, 
the extent of awareness to Korean franchise bread was very low level to Anchorage residents when 
compared with other local retail vendors (bakery).
Culinary Art Coffee: The tendency of culinary art for coffee grew gradually. And, there was no certified 
and specialized culinary art coffee shop in Anchorage. Mostly, the coffee shops sold coffee a quick and 
dirty type with a snack bar.
CPI: CPI in Anchorage was increased continuously; even though the growth rate of CPI in 2015 was lower 
than 2014. And, the consumption of goods and services including bread and coffee was expected to grow 
up gradually. And, there were no significant changes of Alaska economy.
The number of competitors and the site: there were only two stores of Asian style bakery, and Starbucks 
and Kaladi brothers had stores 13 and 7 stores, except for kiosk type business sites. The bakeries of 
competitors were located on the mid-section; Starbucks were located on the south section, east, mid, west, 
and north, in which each section had five, four, one, one, and zero stores. And, Kaladi brothers located on
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the east, south, north, west, and mid sections, in which each section had three, two, one, zero, and zero 
stores. Especially, the east and south sections had a lot of competitors relatively.
Part 7: Determination o f Business Customers
When selecting the business customers, there were several options to determine the best segments based on the data 
and information collected through segmenting process, based on geographical, demographic, behavioral, 
psychographic, and Economic Factors. In fact, the part of selecting and targeting segments would be intended to be 
dealt in targeting strategy. But, the following information was the summary of potential business customers in 
correlation with those segmenting factors to be used for the targeting strategy.
By the geographic and demographic factors, the east section of Anchorage was the best place for the business. But, 
when a new business targeted at Asian-American, including Korean-American, the mid-section of Anchorage would 
be the better selection. The elders were generally preferred the south-section of Anchorage, and the young and active 
age groups were distributed on the east and mid sections of Anchorage. These sections’ distribution of population 
and population growth rate also equaled to or higher level than other sections’. Per capital person income and % 
growth rate in Anchorage were more than average of them in the U.S. These young and active age groups had a high 
probability to commute around mid and east sections.
So, the business customers could be sorted and suggested in two groups: relatively young and active age group or 
relatively higher age group. Specifically, if targeted young and active age group, 25-54, the best section would be 
east-section and second section would be west or south-section. If targeted relatively higher age group, more than 40, 
the south-section would be the best selection, and the west-section would be the second selection. In fact, the south- 
section had relatively higher age groups and elders in Anchorage. In another view point with % of marries status of 
population, the suggestion of the new business customers was the age group of 35-44 that showed relatively higher % 
of married status. This age group showed higher distribution in the west and south sections of Anchorage.
However, in the view point of competitors’ locations of coffee shop business, the best market and customers would 
be the mid, west, or north section because most competitors were relatively highly located to the east and south 
sections. And, in the view point of competitors’ locations of bakery business, the market and customers in the mid­
section would be the worst choice because they were located to the mid-section, and other sections of Anchorage 
could be options for determining business customers.
Last, in consideration with transportation system, the business customers needed to be assessed with accessibility of 
public transportation system like bus terminals. In the Dimond Center area, located in the south-section of 
Anchorage, the public transportation system that was a bus terminal was located. The commuting rate of age groups 
of 20-54 through the public transportation was identified almost 30% in the south-section. Also, the north-section 
had one bus terminal and the east-section had two bus terminals, but in consideration of population and commuting 
rate, the north-section would not be better selection than other sections of Anchorage. So, the east-section could be 
the one option for selecting market and business customers.
In conclusion, the determination of business customers would have different best option by each factor in the 
segmenting strategy. But, in a view point of site or location of a new business, the best site of a new business would 
be the south, east, or mid-section in Anchorage.
Targeting
To decide segments to be targeted, it was initially necessary to assess and define a new business' key success factors. 
The key success factors were used for providing the new business’ capability and considered with benefits of a 
Korean franchise bakery and a culinary art for a coffee shop. And, by comparison its capability with competitors 
capabilities and intense, a differentiated concept could be decided in order to determine the targeted segment.
Business Capabilities and Success Factors
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A newly proposed business had concepts of Korean franchise bakery and culinary art coffee shop. The business 
capabilities and success factors could be identified in the view points of bakery business and coffee shop business 
for a new business.
Frist, the bakery business, as a branch of Korean franchise bakery, could guarantee the quality and freshness of 
bread with a low price. The Korean franchise bakery had highly qualified baking skills with keeping freshness of 
their bread. The primarily selected Korean franchised bakery, Sung Sim Dang bakery, had operated from 1956 to 
current for 57 years in South Korea. Their knowledge, ability, and skills for baking breads and their know-how 
about promotion were accumulated for several decades. And, the price of their products, especially breads, could be 
provided in a relatively lower price range.
Second, they also had know-how for operating franchise bakeries. They had a branch in the capital, Seoul, South 
Korea, even though they started in mid-locational city, Dae Jeon, in South Korea. They now had several branches at 
Seoul, South Korea. It meant that they overcame the challenge coming from disadvantage of the brand awareness, 
and their experience could be also applicable to the Korean franchise bakery in Anchorage. And, this Korean 
franchise bakery had a lot of strength of supporting system for branches, which were located in a long distance from 
their head-quarter in South Korea. They also had highly qualified employee education system and delivery system.
Third, a Korean franchise bakery provided a different menu of breads seasonally with a standardized recipe as well 
as a different layout design of the store. The Korean franchise bakery could guarantee the easy access to the all 
sections of all breads in a store and keep clean the store relatively easily. By the concept of a new business, the store 
would be followed up the layout design for a Korean franchise bakery.
In coffee shop business part, the hand-made, art crafted coffee products would be main products, along with other 
types of coffee products such as drip coffee and espresso. In fact, any coffee shops, providing culinary art or art 
crafted coffee in Anchorage, were rarely found out. A hand-made high quality art crafted coffee products could 
deliver and guarantee the unique flavors and different fun for customers.
Competitors Capabilities and Intense
The potential competitors in a bakery business were limited to two Asian bakery businesses, including one Korean 
bakery and one Chinese bakery, and two different competitors in a coffee shop business that were Starbucks and 
Kaladi Brothers. There was official information of Starbucks in their 2014 fiscal report. The Americas segment 
continued its strong performance in 2014, with revenues growing 9% to $12.0 billion, primarily driven by 
comparable store sales growth of 6%. Total net revenues increased 11% to $16.4 billion in fiscal 2014 compared to 
$14.9 billion in fiscal 2013. (Starbucks, 2014) In short, Starbucks’s brand power and the supporting system were the 
highest level of all coffee shop businesses in Anchorage. On the contrary, Kaladi Brothers was the most beloved 
coffee shop to local residents because they provided high quality coffees with relatively lower price when compared 
with Starbucks.
Both coffee shop competitors were located to almost all main streets in Anchorage area, so that their locations were 
guaranteed easy access to their business sites. Relatively, they were highly located on the east and south sections of 
Anchorage.
The local Korean bakery, Yummy bakery, was located on the midtown and provided Korean style breads for more 
than two decades. The price range of their products was not only relatively higher than other local bakeries, but also 
lower than another competitor: Charlie’s bakery. The main customers were mainly Korean people with a few local 
residents. The strength of the Korean bakery was on the fixed customers, who were mostly Korean customers. But, 
customers’ royalty was estimated really low. The reason to consume the bread to this Korean bakery was that this 
store was the only one to provide Korean breads. And, the Charlie’s bakery was also located on the midtown. They 
provided Asian style bread, which was Chinese style bread, but not Korean style. One finding from this bakery was 
that they focused on cakes or highly profitable bread types rather than cheap breads. However, they mainly focused 
on selling Chinese food rather than breads. So, the price range of their breads was relatively higher than the local 
Korean bakery: Yummy bakery.
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Determination o f Targeted Segment
As researched and analyzed from the previous segmenting process, the best segments for a business customers and a 
business site could be the south, mid, or east-section of Anchorage. In specific, it would be in the zip codes of 99515 
and 9907 for the south section, and 99503 for the mid-section of Anchorage. The targeted customers could be 
relatively active and young age group, from 25 to 45 or relatively old age group, having higher income level. In 
consideration with transportation method and travel time, location, income, and accessibility, the distribution of 
Asian, especially Korean, and competitors’ location of the bakery business, the preliminary best segment was the 
south or east section of Anchorage.
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Exhibit 15 -  Segment Selection Matrix
So, for selecting the best targeted segment, a site/location selection matrix would be used for identifying the best 
segments. Exhibit 15 showed the specified segment selection matrix by zip codes in the east, mid, and south sections 
of Anchorage. The selected segments of potential business sites were located on the east section (zip code: 99507), 
the mid-section (zip code: 99508), and the south section (zip code: 99515). The specified zip code had analyzed 
from Exhibit 14 -  Rank of Population and Age Group (by Sectional). This matrix was developed in consideration 
with the weighted scoring method, in which factors included population (% of age group, total number of sectional 
population, total number of Asian), median household income, transportation system, and number of competitors in 
selected areas, in which selected competitors and any other local vendors in those areas was included. The best 
segment through this matrix was the south section (zip code: 99515), but the east section (zip code: 99507) showed 
slightly lower scored. Herein, this matrix gave higher weights to population having higher median income, and those 
sites, Asian people, accessibility of public transportation system, and competitors.
As a result, the best targeted segment was the south section (zip code: 99515) of Anchorage because there were no 
Asian or Korean bakery competitors, and the residents in this segment had relatively higher income level in the age 
group of 35-59. Also, the active and young age group, 20-34, could easily assess the south section through the public 
transportation system.
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Positioning
The positioning strategy included benefits of south segment and positioning concept with six factors: quality, 
freshness, taste, price, awareness, and fun. These six factors would be scored from 1 to 5 points. The higher points 
scored, the higher competitiveness showed. But the price would indicate inversely, so that the higher points scored, 
the lower competitiveness showed. And, the information of positioning concept was analyzed with selected 
competitors with both bakery business and coffee shop business. The competitors of bakery business were Yummy 
bakery and Charlie’s bakery, and the competitors of coffee shop business were Starbucks and Kaladi brother herein.
Benefits o f  South Segment
The south section, as selected segmented market and potential customers, especially in the zip code of 99515, was 
the best segment. The per capita personal income of residents was relatively moderate or higher than other sections. 
And the commuting rate of young and active age groups was relatively higher than other segments. The probability 
of high consumption of bread and coffee were relatively higher than other sections of Anchorage. And, there were 
already identified a lot of consumers of selected competitors: Starbucks and Kaladi Brothers. The major benefit of 
selecting the south section was on the location of Asian bakery. The two Asian bakeries were located on the mid­
section of Anchorage, and other competitors of bakery business were not closely located on this site.
Positioning Concept
For rnnsidprino nncitinnino concent o f  a new business both a hakerv business and a coffee shon needed to be_ __ --------------------o  i-------------------o ---------- r  '  —  ”  —  -------------- 1 ✓  *
compared with competitors with differentiated products for a success of operation. In positioning strategy, there 
were six major concepts selected for bakery and coffee shop businesses that were quality, freshness, taste, price, 
awareness, and fun.
In Exhibit 16, it showed the estimated levels of quality, freshness, taste, rice, awareness, accessibility, and fun of 
competitors and a Korean franchise bakery to be targeted. The information of potential competitors and a new 
business in bakery business were used 5 points scoring system, in which the higher number showed higher level of 
quality, freshness, taste, price, awareness, accessibility, and fun. As pre-conclusion of positioning concept in bakery 
business, three positioning concepts needed to be focused or targeted for operating a bakery business. The three 
factors of positioning concepts were quality, freshness, and taste.
Korean Franchise Bakery Competitor 1 Com pent or 2 Other Vendors
Biker tt; I
) J
4 4 4
3 3
Price 5 J 4
Awareness 4 £ 3 3
Accessibility 4 3 3 _____1 _____ i
Fun 4 1 i
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i , -
But Liv.*i  icvte al~ toce meant cbtapa grace gf ptorbeti__________________________
Local Vendors vs. New Bakery
Korean Franchise Bakery 
(targeted)
Other Vendors 
(Bakeries)
Yummy Bakery vs. New Bakery
Korean Franchise 
Bakery (targeted) 
wvckm Competitor 1 Yummy 
Bakery
Charlie's Bakery vs. New Bakery
Korean Francmse Bakery 
(targeted)
Competitor 2: Charlie's 
Bakery
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Exhibit 16 -  Positioning Concept of Bakery (5 Points Scoring System)
Quality: the competitors showed the range from 2 to 3 by 5 points scoring system. Yummy bakery and 
other local vendors (bakeries) had relatively moderate level of score: 2 points. Especially, the quality of 
Yummy bakery’s products, scored 3 points, did not show high level, because the owner was the only one 
baker who had learned and kept baking skill. Charlie’s bakery scored 2 points because they were focusing 
on sales of Chinese food and cakes rather than sales of breads.
Freshness: the competitors scored 4 points which were relatively higher level. By the competitors’ site 
visiting, the selected competitors and other vendors (bakeries) was on sales of leftovers that were not sold 
from the previous days. But, for a new bakery business, the baking system form a Korean Franchise bakery 
offered producing breads twice in a day. And, the leftover of daily sales of breads would be donated to the 
public for a promotional concept. So, all breads would be fresh every day.
Taste: the taste of local bakeries, including selected competitors, did not show highly preferred tastes as a 
result of individual interviews from competitors’ customers. The tastes of breads of a Korean franchise 
bakery were expected to be identical with the tastes of breads in South Korea. So, the probability to capture 
Korean-American’s taste was estimated to be higher than other competitors. Yummy bakery scored 3 
points and Charlie’s bakery scored 2 points.
Price: the price range of competitors’ products was scored from 3 to 4 points. The price of all competitors 
was not listed as a cheap price. But, the Korean franchise bakery could suggest relatively lower price for 
selected breads that would be major products for popularity; however, the price range would be 
differentiated for highly marginal products like cakes after entering into Anchorage bakery market 
successfully.
Awareness: the competitors scored 2 to 3 points that were relatively lower scored, because only the 
customers, who purchased their products, wanted to re-purchase their products. Advertisement of their 
business and their breads were rarely conducted, and they had no special and specific fiiture plan of 
promotion. The targeted awareness of a Korean franchise bakery scored 4 points because a big and 
continuous advertisement from the head-quarter of a Korean franchise bakery was expected.
Accessibility: the levels of accessibility were all moderate level, which scored 3 points for both 
competitors. Their business sites were on the midtown area, and customers mostly used their vehicles. 
Commuting time or traveling time to work in Anchorage was almost less than 30 minutes. And, the 
location of a new business site would be closer to public transportation system that was the south bus 
terminal around Dimond Center. Also, visiting of commuters using public transportation system was highly 
expected.
Fun: the competitors scored relatively lower points. It was derived from the varieties of products. Yummy 
bakery only scored 1 point, because they did not sell various breads to satisfied customers. Charlie’s bakery 
scored 3 points because they showed varieties in their products from breads, cakes, and Chinese foods in 
their business site. But, the score of Korean franchise bakery was targeted to 4 points. One reason was on 
the product diversification. The Korea franchise bakery business would be, initially, focused on relatively 
cheaper price with higher quality breads. Also, a Korean franchise bakery offered newly developed menus 
to local residents in seasonal, so that a new menu of breads was expected to be provided continuously. 
Another reason was derived from the expectation of synergy effect with latte art coffee shop. Customers 
could enjoy with art crafted coffee when they wanted in the same store because both business would be 
located in one business site.
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Exhibit 17 -  Positioning Concept of Coffee Shop (5 Points Scoring System)
In Exhibit 17, it showed the estimated level of quality, freshness, taste, price, awareness, accessibility, and fun of 
competitors and a targeted culinary art coffee shop business. The information of potential competitors and a new 
business in coffee shop business were also scored by 5 points scoring system as Exhibit 16. The higher score of all 
factors showed higher level of quality, freshness, taste, price, awareness, accessibility, and fun. As pre-conclusion of 
positioning concept in bakery business, three positioning concepts needed to be focused or targeted for operating a 
bakery business. The three factors of positioning concepts were quality, taste, and fun.
• Quality: the competitors scored 3 to 4 points, which scores were relatively moderate level. By 
implementing individual interviews to competitors’ customers, the quality of Starbucks and Kaladi 
Brothers scored 3 and 4 points. The consumers normally gave more value to Kaladi Brothers’ products than 
Starbucks’ products. For a quality of a coffee business, the targeted score was 5 points since a barista, 
having a certificate of Speciality Coffee Association of Europe (SCAE), would provide a unique hand­
made coffee with a culinary art on it.
• Freshness: freshness of coffee from all competitors was relatively moderate level, and they scored both 4 
points. Any specialty and comparative advantage from freshness would not be expected for a coffee shop 
business. So, the targeted score of freshness, like all competitors, was 4 points.
• Taste: the taste also showed relatively similar level to all competitors that scored from 3 to 4 points. But, 
coffee taste, hand-made by a certified barista, was expected to be better than other competitors and scored 5 
points. It is expected to be provided unique flavor coffee.
• Price: the price of coffee products of Starbucks and Kaladi brothers scored 5 and 4 points. Those were 
relatively higher than other local vendors, scored 3 points. As planned, the products would be expected 
diversified in two categories: art crafted coffee products with higher price range, and regular coffee 
products with similar price ranges like other competitors. But, the price would not be cheap for coffee 
products, so that the score of the price was 5 points.
• Awareness: the awareness of both competitors relatively highly scored 4 and 5 points, but the other 
vendors’ coffee shops only scored 2 points. The targeted awareness of a new coffee shop business was 
moderate level and scored 3 points, because the coffee shop business would be just started with full support 
of a Korean franchise company, if  the coffee products would show higher quality and taste, awareness of a 
business was expected to be increased gradually by customers from mouth to mouth.
• Accessibility: the location would be the same site of a bakery business, and the levels of accessibility were 
all moderate level and scored 4 points like all competitors.
• Fun: the most important concept for a coffee shop business was fun. Other competitors scored 2 points, 
because the coffee shop did not provide any specialty of their coffee products. But, the targeted score of a
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coffee shop business was 5 points, because the art crafted coffee could bring more fun to store customers as 
much as they wanted with providing unique designs for coffee products.
In short, the selected three concepts of both bakery and coffee shop businesses needed to be considered initially. For 
successful positioning of a new business, the concepts of quality, freshness, and taste were recommended in a 
bakery business, and the concepts of quality, taste, and fun were recommended in a coffee shop business, to be 
achieved for successful market entrance in Anchorage market.
Marketing Mix Analysis (4Ps)
By implementing market researches, the necessary data and information were collected and used for the STP 
analysis. And, as a result of the STP analysis, the targeted segment and positioning strategy were decided: south 
markets and customers. The south market was located in the zip code of 99515, and the targeted customers were two 
groups: 35-59, showing relatively higher income level, and 20-34, showing high commuting rate. The age group, 35- 
59, was the residents of this area, and the age group, 20-34, was mostly commuters who frequently used the public 
transportation system to the bus terminal around Dimond Center. The 4ps in the marketing mix analysis would be 
focused on this segmented market and customers through three steps for all 4Ps: product, price, place (distribution), 
and promotion, to develop specific strategies for 4Ps.
In the marketing mix analysis, firstly, the product, the price, the place (distribution), and the promotion were 
reviewed to examine and re-assess the 4Ps in the SL plan, and re-proposed the 4Ps appropriately for the selected 
market and the customers. Exhibit 18 showed the steps of the marketing mix analysis (4Ps) to be implemented and 
completed.
Step 1: Rev iew  
Product in S L  plan
Step 1.1: Examine 
and a s s e s s  the 
product
Step 1,2: P rop o se  
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Step 2: Review  
Price in SL  plan
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Exhibit 18 -  Steps of Marketing Mix Analysis (4Ps)
Product
Examination for Assessment o f Product
In the SL plan, the products of a new business were decided in two major categories: breads and coffee products. It 
was identified that, for a bakery business, the major products were breads and beverage and, for a coffee shop 
business, the major products were two different types of coffee: espresso coffee and art crafted coffee. In fact, the 
products of bread of a Korean franchise bakery were more than 100 different products. But, in the SL plan, the 
products were simplified to analyze the prices of products in a bakery business and a coffee shop business.
However, the items of bread in the SL plan were two types of bread: the fried streusel with mashed red bean, called 
“Fried Soboro” and the oven-baked bread with a leek with chicken or pork, called “Buchu bread.” These products 
were the best sellers in the South Korea, and expected to be one of best selling items in Anchorage market, too. And,
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the items of coffee products were two types of coffee product: espresso coffee and art crafted coffee. These products 
were aimed at the customers, who wanted to stay and enjoy their time in the business store.
These products could be acceptable initially when targeted Korean-American in Anchorage market, but the menus 
of both breads and coffee products were needed to be more diversified with different concepts.
Proposal
As indicated the major issues of products above, the menus of breads and coffee products needed to be diversified 
more than two types of products. This diversification of product should be focused on building up image-making for 
a new business that would fit to the selected positioning concept for breads and coffee products. The business was 
targeted to the local residents, but not only Korean-American or Asian-American in Anchorage. The selected 
positioning concepts were quality, freshness, and taste for a bakery business, and quality, taste, and fun for a coffee 
shop business.
In a bakery business, the menu needed to include more specified items that could be diversified in three categories:
• Best-Selling Breads: it would be the loss leader of a bakery business items to obtain popularity of potential 
customers, even though it could not be expected to gain high profit margin by sales. The targeted customers 
would be both the selected local residents and commuters. These sales items needed to be wrapped up 
separately to provide convenience of sales transactions, so that it could derive transactions in a short time, 
from 5 minutes to 10 minutes. These products were recommended to focus on quality and taste positioning 
concepts.
• Cakes: it would be prepared for the high profit margin. These items would be targeted to the local residents 
who showed relatively higher income. They were mostly in the age group of 35-59. These products were 
recommended to focus on quality, freshness, and taste positioning concepts.
• Other Type Breads: It would be diversified with several types of bread and targeted to the local residents’ 
tastes, but not even Korean or Asian Consumers’. It could be seasonal, promotional, or eventual items. It 
was intended to show new menus, developed from a Korean franchise bakery, to local residents. These 
products were recommended to focus on quality and freshness positioning concepts.
After entering into Anchorage bakery market with successful image-making, these products needed to be enhanced 
to reflect customer’s feedback for operating successfully. Also, all types of breads should be re-assessed whether 
these breads would make customers satisfied and provide high quality, freshness, and tastes continuously.
In the coffee shop business, the two types of coffee products could be acceptable, but it was recommended to 
diversify the menus in three categories:
• Espresso Coffee Products: it would be an inevitable menu to compete with other local competitors.
Almost all the competitors had provided espresso coffee products, and it was the most popular item in a 
coffee shop business. These products would be made through espresso machine for high productivity and 
focus on quality and taste positioning concepts.
• Art Crafted Coffee Products: it would be the major sales items to be differentiated in a coffee business. A 
certified barista, from SCAE, could provide special coffee products to customers as planned in the SL plan. 
These coffee products would be hand-made and art crafted for customers’ specific and unique tastes with 
unique flavor. The productivity of these products was expected to be relatively lower than other types of 
coffee products, so that this product would be highly priced. These products would be focused on quality, 
taste, and fun positioning concepts.
• Drip Coffee Products: it would be the cheapest product-lines and be a quick and dirty type of coffee 
products in a coffee shop business. These products would be intended to provide popularity to all customers. 
These products were recommended to focus on taste positioning concepts.
Price
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Examination for Assessment of Price
The price of breads and coffee products in the SL plan was from $2.00 to $6.00, as described in Exhibit 19. Even 
though the products of a new business in the SL plan were simplified with a few products for a new business, 
including a bakery business and a coffee shop business, the prices of breads and coffee products were set 
appropriately through the break-even point (BEP) analysis to decide prices of all products.
Hrr«f(Bitkcry) -tbnp)
Selling price (Bread) $200 Average sales pnee: limp sumofsales of Selling price: tvpe A $3 00 Type A : ONLY espresso coffee
each bread Selling price: type B $600 Tvpe B: espresso coffee /wLalte A
Variable cos! (iraterial for $0 80 40% of sales pnee Variable cost type A $1 50 50% of sales price (coffee)
baking) Variable cost: type B $180 10% o f salcr. pnrr (latte art coffne)
Conlnbulion imnpn $1 20 6(P/o o f sales price Conlnhuf ion margin type A $1 50 50% of sales pnee
Contribution margin- type H $4 20 70% of sales price
Fired cost $19,440 Total monthly expense h * d  cost $7,150 Total monthly expense
______________________________________________ ConrmfnDi__________________________________
* Chances to sell type A and type B of collect nte the same (50% fur type A & type B)___________
* U'snlcs revenue, variable e ipotibc. und contribution ttmgtn ate piovalcd, the ratio w>U be ndjunled
Exhibit 19 -  Price of Bread and Coffee in SL Plan
In Exhibit 19, the determined prices of breads and coffee products were $2 for breads, and $4.50 for coffee products, 
which were averaged between $3.00 and $6.00. Herein, the price of beverage was excluded because the estimated 
profit margin was only $90 for a month, in which the total average of sales amount in a month was $300 and the 
costs of beverage was $210 in a lump sum. In fact, the beverage was planned in a concept to provide convenience to 
customers of a bakery business, rather than earning high level of profit margin; however, the prices of these products 
analyzed and determined from the amount of the break-even point and targeted profits for the years of 1,2, and 3.
• Break Even Point (Sales Unit): 540 units/per day (Bakery), 86 units/per day (coffee shop)
• Targeted Profit for Year 1 (Sales Unit): 700 units/per day (bakery), 120 units/per day (coffee shop)
• Targeted Profit for Year 2 (Sales Unit): 800 units/per day (bakery), 160 units/per day (coffee shop)
•  Targeted Profit for Year 3 (Sales Unit): 800 units/per day (bakery), 200 units/per day (coffee shop)
When compared available unit sales of bakeries and coffee shops, which were Yummy bakery, Charlie’s bakery, 
Kaladi Brothers, and Starbucks, with planned unit sales of a new business, the targeted units were available to be 
sold on a day. And the sum of unit sales in a month and a year was also available to be sold. Through re-assessment 
of the level of unit sales, the total unit sales planned in the SL plan were relatively moderate or less amounts of 
possible unit sales in a day, a month, and a year.
• Bread Consumption or sales (Yummy bakery and Charlie’s bakery): approximately 150 to 200 units of 
bread with a price range from $1.5 to $20 (Yummy bakery), approximately 50 to 100 units of bread with a 
price range from $3 to $35 (Charlie’s bakery)
• Coffee Consumption or sales (Kaladi Brothers and Starbucks): approximately 200 to 300 units of 
coffee with a price range from $2.00 to $5.50 (Kaladi Brother), approximately 250 to 350 units of coffee 
with a price range from $2.50 to $5.75 (Starbucks)
By the average prices of products for bakery and coffee shop businesses, approximately the average of unit sales of 
Yummy bakery was 175 units with $10 per unit, and that of Charlie’s bakery was 75 units with $16 per unit. So, the 
total sales of both competitors were estimated from $1,200 to $ $1,750. And, the average of unit sales of Kaladi 
brothers was 250 units with $3.75 per unit, and that of Starbucks was 300 units with $4.125 per unit, so that the total 
sales of both competitors were estimated from $937.50 to $1,237.50.
So, the estimated unit sales of breads and coffee products in the SL plan were $1,400 to $1600 for breads and $387 
to $900. It meant that the sales of breads were estimated to similar amount of sales with two selected competitors: 
Yummy bakery and Charlie’s bakery. The sales of coffee products were estimated to fewer amounts of sales when 
compared with two another selected competitors: Starbucks and Kaladi Brothers.
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In short, pricing of breads was set similarly to other competitors’ pricing of their products, and pricing of coffee 
products was set relatively less than other competitors’ pricing of their products. So, the available unit sales of 
coffee products were expected to be greater than the planned unit sales of coffee products in the SL plan. The 
pricing of products for a bakery business and a coffee shop business was identified that the prices were competitive 
prices and would be acceptable.
Proposal
The pricing of products of both bakery and coffee shop businesses was appropriate and could be applicable to all 
suggested goods or products for sales in a new business. By rc-proposal of new products for a new business, a 
suggestion of new price would be planned in a concept of a price of a dualistic structure with low profit margin 
products that were the loss leaders, and high profit margin products.
The pricing of each product should be specified, at least, for the newly suggested products.
• Best-Selling Breads: $2.00 per unit. The price would be acceptable in the SL plan, so it was adjustable to 
these products. So, the best-selling breads needed to be sold at the same price per unit or the similar price if 
the average price of these products could be $2.00 per unit.
• Cakes: $30 to $50 per unit. The price was initially suggested from a Korean franchise bakery for non- 
customized cakes, but the price of customized cakes would be differentiated. The price would reflect the 
customer’s requests specifically.
• Other Type Breads: $2.00 per unit. The recommended price was the same or similar prices of best-selling 
breads for popularity.
• Espresso Coffee Products: $2.50 to $3.50 per unit. The average price of these products would be $3.00 as 
planned in the SL plan. But, additional charge could be available by customer’s choice. So, the price range 
was estimated approximately from $2.50 to $5.50.
• Art Crafted Coffee Products: $6.00 per unit. The suggested price was for the basic hand-made or selected 
art crafted coffee product. But, additional charge could be available by customer’s choice. The price would 
be various and depend on coffee beans for coffee products and crafting time of coffee products.
• Drip Coffee Products: $1.00 to $1.50. The price of drip coffee products needed to have a competitive 
price with any local coffee vendors in Anchorage.
Place (Distribution)
Examination for Assessment o f Place (Distribution)
The specific or detailed strategy of distribution for the products was not provided in the SL plan. Only one method 
identified in the SL plan was localizing distribution of products for a bakery business and a coffee shop business.
For a bakery business, a primary Korean franchise bakeiy provided recipes for the product and dispatched a skillful 
baker who trained from their company. And, a coffee business had similar concept for distribution that was 
localization. A certified barista, trained from the primary contractor for Coffee Academy in the South Korea, would 
be dispatched, make coffee products, and provide training to selected employees and a business owner. The 
distribution needed to be specified and detailed for both bakery and coffee shop businesses.
Proposal
Basically, the concept of localizing bakery was appropriate for this project because the SL plan and the DS plan 
were only intermediate projects to plan, open, and operate a new business for 3 years. The next project would be 
related with localization concept for a Korean franchise bakery.
However, in a bakery business, a head-quarter of the Korean franchise baker already used a delivery system, called 
“Frozen Dough” system. The miscellaneous process before baking was already done by the head-quarter, and those 
products were delivered to the location directly. But, this concept would not be applicable until they set logistics
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hubs in the U.S. In fact, they did not have any logistics hubs in the U.S. Here was an opportunity of adopting this 
system to Anchorage. By a preliminary suggestion of a Korean franchise bakery, Anchorage could be one of their 
logistics hubs in the U.S, when they selected and confirmed Anchorage as a logistics hub. In their system, their 
branches of bakery already used the point of sale (POS) system that a Korean franchise bakery support distribution, 
sales, management, and operation of their branches. Their distribution system was based on a different delivery 
system that they offered and delivered products twice a day, from their logistics hub.
Another concept was on the self-sufficiency system. The skillful employees would come to the business sites and 
selected all gradients and materials for a bakery, and prepared sales of breads independently from the each business 
site. The quality, freshness, and taste could be guaranteed from their trained employees.
The last method of distribution in a bakery business was donation program to public institutions or organizations. 
The leftover of daily sales from the bakery would be donated to local institutes for Anchorage residents. In fact, this 
method was one of the strong methods to build up a business image and show contribution of public interest in 
Anchorage.
For a coffee business, a coffee business was already planned in the concept of localization with certified barista, 
trained from the primary contractor for Coffee Academy in the South Korea. The distribution of coffee products 
could be implemented through a business site. Also, coffee products for a bakery business would be available a 
quick and dirty type sales.
Promotion
Examination for Assessment o f Promotion
In the SL plan, the promotion of a new business focused on advertisement through public media such as local TV, 
newspapers, and local flyers in the SL plan. And, the promotion events on the opening date would be executed 
through the business sites and on-lines. This promotional concept was acceptable and applicable, but another 
suggestion from a Korean franchise bakery could make it diversified with several options.
Proposal
The promotion concept from a Korean franchise bakery was applying an alliance system with several additional 
contractors: credit card companies, which were Master Card and/or American Express card; telecommunication 
companies: AT&T and/or GCI; local airline company: Alaska Airline; and online company: Groupon. But, those 
suggestions could not be confirmed yet, because a bakery business was not contracted. So, this was only intended to 
show other proposals.
Additionally, in a bakery business, a concept of fresh bell could be applicable. A fresh bell system was that if any 
newly baked breads at that point of time, a fresh bell in the store would be ringing and concentrates all customers’ 
attentions to selected sites, then the store gave customers a taste of new fresh breads. Additionally, the customer 
would be provided chances to see other products around the site of fresh bell. It was because the strategically 
developed new seasonal, promotional or eventual breads would be displayed for customers to entice them to 
purchase.
Result
A marketing strategy for a new business was developed through the STP analysis and the marketing mix analysis. 
The necessary data and information were collected to implement these analyses through selected research 
methods/approaches: World Wide Web research, individual interview, and literature review. In the STP analysis, the 
proposed steps, which were segmenting markets by potential customers; defining targeted segment; and deciding 
positioning concept, were successfully completed, so that the STP analysis could reach to develop specific strategies 
for the 4Ps: product, price, place (location), and promotion.
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The south section of Anchorage, especially located on a zip code o f99515, was the recommended and targeted 
segment that showed two major age groups: 35-59 that was the residents of this area and showed relatively higher 
income level, and 20-34 that was commuters who frequently used the public transportation system.
In consideration of competitors’ capabilities and intense, positioning of a new business in the south segment needed 
to be considered with six positioning concepts: quality, freshness, taste, price, awareness, and fun. Especially, for a 
bakery business, the positioning concepts of quality, freshness, and taste were recommended, and for a coffee shop 
business, the positioning concepts of quality, taste, and fun were recommended.
Through this decision making of the STP analysis, implanting the marketing mix analysis (4Ps) were conducted and 
completed through three subsidiary steps: reviewing the 4Ps in the SL plan, re-examining the 4Ps, and re-proposing 
the 4Ps. The products of both a bakery business and a coffee business were diversified in three categories:
• Best-Selling Breads
• Cakes
• Other Type Breads
• Espresso Coffee Products
• Art Crafted Coffee Products
• Drip Coffee Products
These products were proposed in a concept of the loss leader and the high profit marginal product. The loss leaders, 
such as best-selling breads and espresso coffee products or drip coffee products, were targeted for obtaining 
popularity to all local residents, and attracting new customers to a new business site. The high profit marginal 
products, such as cakes and art crafted coffee products were targeted for pursuing high profit margin through 
operating a new business.
The prices of products were appropriately re-proposed for breads and coffee products. As suggested on products that 
were sorted in a dualistic structure as a loss leader and a high profit marginal product, the price of these products 
was also re-proposed.
• Best-Selling Breads: $2.00 per unit
• Cakes: $30 to $50 per unit
•  Other Type Breads: $2.00 per unit
• Espresso Coffee Products: $2.50 to $3.50 per unit
• Art Crafted Coffee Products: $6.00 per unit
• Drip Coffee Products: $1.00 to $1.50 per unit
The place of distributing products was re-proposed separately for a bakery business and a coffee shop business. A 
bakery business had two concepts: the localization as a logistics hub of a Korean franchise bakery, and the self- 
sufficiency system; and donation program to public institution or organization. A coffee shop business was proposed 
with localization as planned in the SL plan.
Also, the promotion of a new business was re-proposed. Based on the planned local advertisements through public 
media, additional alliance system was proposed with credit card companies that were Master Card and/or American 
Express card, telecommunication companies that were AT&T and/or GCI, local airline company that was Alaska 
Airline, and another online company that was Groupon after completing the contract, under the agreement with a 
primary Korean franchise company.
Conclusion
The purpose of this project was to propose a differentiation strategy in marketing by analyzing Anchorage market 
condition to verify the feasibility of success for the SL plan that was a new business execution plan. Implementing 
the SL plan had a high potential risk that led the SL plan to fail because of insufficient Anchorage market research
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and analysis. In the DS plan, in order to remove or reduce a risk caused by insufficient Anchorage market research 
and analysis, Anchorage market was investigated. So, Anchorage market and the potential customer were segmented 
and targeted, and applicable positioning concepts were suggested to overcome potential competitors through the 
STP analysis. Also, the specific products of a bakery business and a coffee shop business were proposed with 
strategies of the price, the place (distribution), and the promotion through the marketing mix analysis for a 
successful business execution. As proposed through the result o f this DS plan, the SL needed to reflect the proposals 
and update the information for leading a successful business execution.
So, the concept of SL plan needed to change from Enjoy More and Pay A Little to another concept that builds up the 
brand identity by successful brand image-making. The concepts for bakery and coffee shop businesses would be 
focused on high quality, freshness, and taste; and high quality, taste, and firn as a differentiation strategy of 
marketing. This change could lead the satisfaction of a business operation from Alaska residents, including Korean- 
American, and executing the SL plan would be more feasible.
However, this DS plan could not guarantee the successful operation of a new business consistently after three years, 
which was set up in the SL plan. Rather, this DS plan expected that the SL plan was feasible to operate a new 
business at least for three years as planned in the SL plan.
Limit and Exclusion
Disclaimer
In this report, the usage of the result of research method/approach, and the selected analyses: the STP analysis and 
the Marketing Mix Analysis (4Ps) was limited to authorized users who were a project manager and a project sponsor 
or approved by a project manager and a project sponsor. Also, the contents of this report only reflected the author’s 
view point to analyze Anchorage market condition to develop a marketing strategy for the SL plan.
Limit
The researches and used analyses only reflected the analytic view point of the project manager. The result of 
researches was based on the project manager’s performance through World Wide Web research, individual 
interview, and literature review. So, the result of this report could be different with further additional researches 
and/or surveys and different assumption in the project. The result of the STP analysis was based on the assumption 
that a high income people had higher propensity to consume products and services, and Korean-American or Asian- 
American had preference of Korean culture, goods and services as shown and indicated through public media for a 
decade.
Exclusion
The time value of money concept in selected analyses was excluded in this report for pricing of products because 
pricing of products in the SL plan was assumed that would not be used for this project.
However, to verify the appropriate pricing of products and profitability of a new business, the net present value 
(NPV) concept was re-examined that was estimated in the SL plan. By the assumption of borrowing a business loan, 
$291,920, from a bank: Wells Fargo Bank, with current interest rate, 3.80%, for 3 years, the initial prices of products 
were set up $2.00 for breads, and $3.00 and $6.00 for coffee products. The price was set appropriate after analyze 
the price of products in the marketing mix strategy. But, in the view point of economic benefit of a new business, by 
using net present value (NPV) that were based on data: cash flow, initial investment, operating cost, and all expected 
incomes, the price of product was re-examined and concluded that the price of products would be applicable and 
appropriate. “The PW measure is easy to understand... the value of at time 0 that is equivalent to the cash flow 
series of a proposed project... Engineering economists... use present worth (PW), present value (PV), net present 
worth (NPW), and net present value (NPV) as synonyms... the standard for a desirable PW is PW > 0.” 
(Eschenbach, 2011, pp. 119-120)
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Operating
Cost
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Flow
P/F, 3.8%, N
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(Present
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Total
Sales
(bread)
Total
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(beverage)
Total
Sales
(coffee)
Total
cost
(bread)
cost
(coffee)
Total
0 ’ •*1 -i, , :-vi 1 0000
1 ' 504.000 1,080 194.400 699.480 i ' Si 105.120 0 9634 101.273
2 576,000 1,080 259,200 836.280 i.L*i!, fOO) ' 189.360 0,9281 175,745
3 576,000 1,080 324,000 901.080 II >1 1 M S..' I" | 230,400 0 8941 206.001
Total 191,098
Unit: U.S S
Exhibit 20 -  Estimation of Net Present Value of a New Business
Exhibit 20 showed that the profitability of a new business through a present value concept. The NPV, also named as 
PW in Exhibit 20, showed $191,098 that was a total amount of present value after operating the business for three 
years. As a result of this time value of money concept, when operating a business with the selected and used prices 
for products, a new business could earn an economical benefit, up to $191,098 for three years to current value of 
money.
Recommendations (for Further Research)
The project was developed through the World Wide Web research, individual interview, and literature review. 
Through the individual interview, ine competitors’ sales and their consumptions in pattern and amounts for a bakery 
business and a coffee business were investigated and used for this project. But, to obtain more exact data and 
information for selected analyses: STP analysis and marketing mix analysis (4Ps), implementing direct and thorough 
surveys to potential customers would be recommended to reach to the exact result.
The individual interview needed to be conducted to all competitors’ locations in Anchorage for drawing the more 
exact conclusion from the data and information of it. Because the individual interviews were not conducted in all 
locations in Anchorage, the result of individual interviews would expect to be highly different than the result on this 
project.
As indicated in the section of Exclusion, the time value of money would be better for pricing process of all products 
in a new business. Even though the provided information of the unit sales and the price of sales items for break-even 
point (BEP), return on investment (ROI), and accounting or simple interest rate (ARR) were appropriately evaluated, 
this could not be a highly used method in business. Providing the result of analysis which was considering the time 
value of money would be a better choice to draw a conclusion.
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1 Introduction
This marketing plan was intended to investigate and analyze Anchorage market condition to verify the 
feasibility of the success for the Sung Sim Dang bakery & Latte Art Coffee Shop plan (SL plan), to launch a 
new business in Anchorage, AK. To develop a marketing strategy, three market research tools are used; 
World Wide Web research, individual interviews, and literature review. The collected and analyzed data 
and information of Anchorage market condition include five years' worth.
The Sung Sim Dang bakery & Latte Art plan (SL plan) was proposed to launch a new business in 
Anchorage, AK, including introduction of the background, the type, and the project execution plan with 
the project management plan (PMP) for a new business. This proposal had been intended for 
introducing brand-new and high-quality of breads at low costs and art crafted coffee products to 
Anchorage residents. The SL plan's concept was Enjoy More and Pay A Little.
And, the investigation of the situational environments was conducted to understand Anchorage market 
condition, and demand and trend of breads and art crafted coffee product and to identify consumers' 
consumption patterns and consumption trends. Also, the competitor's data and information, and their 
capabilities in Anchorage were collected for the selected analyses: the segmenting, targeting, and 
positioning (STP) analysis and the marketing mix analysis with product, price, place, and promotion (4Ps).
These selected analyses were implemented through three steps for the STP analysis and four steps for 
the marketing mix analysis (4Ps). The three steps of the STP analysis included the processes of 
segmenting, targeting, and positioning. Each step of the STP analysis had subsidiary steps. In steps of 
segmenting strategy, it included analyzing customer attributes by geographic, demographic, behavioral, 
psychographic, and economic factors; researching competitors' information; and determining business 
customers. In steps of targeting strategy, it included determining a business' capability and key success 
factors, researching competitors' capabilities, and defining targeted segments. In steps of positioning 
strategy, it included identifying the benefits of selected segment, and developing positioning concept of 
a business. Like the STP analysis, the four steps of marketing mix analysis (4Ps) included reviewing 
product, reviewing price, reviewing place (distribution), and reviewing promotion. Also, each step of the 
marketing mix analysis (4Ps) had subsidiary steps. These subsidiary steps included examining and re­
assessing, and re-proposing the product, price, place (distribution), and promotion.
And, these re-proposed 4Ps was compared with a marketing strategy of another Korean franchise 
bakery, Paris Baguette that was the biggest and most famous Korean franchise bakery, to identify the 
feasibility of the newly proposed 4Ps to the SL plan.
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2 Situational Environments
2.1 Market Size in Anchorage and Alaska
A lot of big companies and local retail stores already had provides enough amounts of breads to consumers in the 
U.S. But, the local retail stores had the strength of sales to offer specialty goods. The Korean franchise bakery 
would be the new supplier to provide specialty goods to Alaska residents. The bakery industry in the U.S. had 2,800 
commercial bakeries with annual revenue of $30 billion dollars, and 6,000 retail bakeries with total annual revenue 
of $3 billion dollars. The commercial bakery market was highly concentrated with the 50 largest companies, which 
generated 75% of the industry's revenue. And, the retail bakery market was highly fragmented with the 50 largest 
companies, which generated only 15% of the industry's revenue. The profitability of bakery market was strongly 
tied to the efficiency of their operations. Large bakeries had advantage of economies of scale, while small bakeries 
had advantage for offering specialty goods and offering superior local services. (American Bakers Association, 2011)
In Exhibit 1, the Alaska's bakery market's detailed information was described about jobs and wages. The Alaska's 
bakery market size was the smallest in the U.S. Thus, the Anchorage's bakery market size was highly smaller than 
other cities.
State
Direct
Jobs
Direct W ages 
(in thousands) Total Jnlis
Total W ages 
(in thousand*)
Total Output 
(in thousand*)
U S Continental *633,020 $31,495,974 $1,760,363 $90,214,425 $310,971,294
Alabama $7,399 $374,152 $17,071 $782,976 $2,518,132
Alaska $875 $43,900 $1,564 $97,723 $234,147
Arizona $8,458 $402,726 $20,306 $1,045,301 $2,810,742
Arkansas $6,648 $306,660 $18,349 $734,460 $3,193,332
Califom ia $89,016 $4,609,225 $262,147 $14,692,514 $49.1023268
Source; America Bakers Association
Exhibit 1 -  Bakery Industry in Alaska
The sector report of Specialty Coffee Association of America (SCAA) contained that the U.S. coffee market size was 
estimated at $30-32 billion dollars. And, 40% of 18-24 age groups drank coffee daily; up from 31% in 2010, while 
54% of 25-39 age groups drank coffee daily; up from 44%. The drip coffee sales showed from 3.5%, in the 3rd 
quarter; to 4.7%, in the 4th quarter of 2010. And, the coffee preparation at home was up 4 %  points with 86% of 
past-day coffee drinkers. In short, the coffee consumption had been gradually increased. (SCAA, 2011)
Rank Name of City Coffee Shop 
(per 10,000 people)
i Anchorage, AK 2.8
2 Seattle, W A 2.5
3 San Francisco 2.2
4 Bellingham, W A 2.1
5 Portland. OR 2 0
6 Bremerton, W A 1 9
7 Boulder-Longm ont. CO 1 8
8 Olympia, W A 1.8
9 San Luis, CA L6
10 Santa R osa, CA 1.5
Source: MarketWatch and NPD Group
Exhibit 2 -  Rank of Coffee Shop (Per 10,000 people)
In Exhibit 2, the number of coffee shop in Anchorage was ranked on 1st, by per population. The coffee shop, per 
10,000 people, was 2.8 stores in Anchorage. (MarketWatch, 2005) It showed the information that was numbers of
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coffee shop, per 10,000 people in Anchorage and Anchorage was ranked on 1st among top 10 cities in the U.S. It 
indicated that there were already high numbers of coffee shops had served Anchorage residents from 2005. The 
competitors of a coffee shop business were full and the level competitions between local venders were expected 
relatively high.
2.2 Demand and Trend of Bread and Culinary Art Coffee 
The consumers had showed different tastes for consuming breads and coffee products for a decade. 
Because the economy has been dramatically grown from 19th to 20th, to 21th century, the economy of 
scale was available through renovation of technology, it lead mass production of goods and services in 
all industries of society. This trend was continued up to current, and now consumers were not just 
satisfied with the old-fashioned products and goods and still sought new products. In bakery and coffee 
industries, this trend was shown. The customers' wants were not only focusing on convenience of 
consuming products and services, but looking for differentiated and unique products and services to 
make them satisfied.
A luxury strategy of products, a well-known brand-name, a well-being of customer's health, or dietary 
foods could be derived from their new fashioned ideology of consumptions. The demand of new bread 
and culinary art or art crafted coffee product could be found collinearly with this trend. Recently, the 
consumption of breads has been focusing on quality of products such as organic products, multi-grained 
products, according to International Dairy-Deli-Bakery Association (IDDBA). Also, according to the 
Specialty Coffee Association of America's report (SCAA, 2012): Specialty Coffee Facts & Figures, as much 
as increased coffee consumption from 2004 to 2008, the new pattern of seeking new taste and fun from 
coffee products also increased. Also, this trend was found in coffee industry. According to the report of 
MarketWatch, the coffee consumption pattern changed from the existing coffee products that 
customers were used to purchase to new coffee products that could deliver more fun. (MarketWatch 
( 2012 )
By researches that conducted in the DS Plan, and information from a Sung Sim Dang bakery: a selected 
primary Korean franchise company, the consumption of Korean franchise bakery's breads also were 
increased. Like the case of Paris Baguette, the biggest Korean franchise bakery in South Korea had 
started to provide franchise businesses in several countries such as China, France, Vietnam, U.S, and 
other European countries. Especially, in the U.S, the location of their Korean franchise company 
launched to the states of New York, California, and other cities.
The customers were satisfied the quality of bread, even though they needed to pay relatively higher 
price for breads, the customers who purchased breads from a Korean franchise bakery in other 
countries were fully satisfied the quality of their products, and the returning rate of customers to 
purchase their products was investigated more than 85%.
By the individual interview to selected competitors of a coffee business that were Starbucks and Kaladi 
Brothers, almost 65% customers of competitors were answered that they were used to consume the
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same coffee products, but were willing to enjoy new-fashioned coffee products if the products could be 
provided in a proper price and appropriate quality as they spent for the products. However, in 
Anchorage market, there were still no coffee shops to focus on the culinary art coffee, even though a lot 
of coffee vendors provided high quality coffees in several different types. Only some coffee vendors 
provided culinary art coffee by the customers of requests, but the barista of these coffee shops was not 
certified with any officially qualified companies or institutes like Speciality Coffee Association of Europe 
(SCAE), so that the quality of their products could not be guaranteed from other local vendors and other 
selected competitors.
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3 Research Approach
3.1 World Wide Web Research
The World Wide Web research conducted to collect necessary sources, data, and information of the 
Anchorage and the U.S markets for the STP analysis and the marketing mix analysis (4Ps). The World 
Wide Web research was conducted through the use of "Google", to obtain statistic data and information 
through U.S Census, Department of Labor and Workforce Development (Research & Analysis Section), 
Municipality of Anchorage (Planning Division), IRS Tax Statistics, North American Industry Classification 
System (NAICS), U.S Department of Commerce, U.S Department of Labor (Bureau of Economic Analysis - 
Regional Income Division, and Bureau of Labor Statistics) and other private institutes and market 
research companies. Some data and information were intended to be used directly, the other data and 
information was modified from the raw data and information to conclude the results of the STP analysis 
and the marketing mix analysis (4P$).
3.2 Individual Interview
To estimate gross sales and monitor their customers' patterns of consumption and occasion, individual 
interviews were conducted through meetings with the business owners, managers, and employees of 
selected competitors: Yummy bakery, located on 1300 W  36th Ave, Anchorage, AK; Charlie's Bakery, 
located on 2729 C St, Anchorage, AK; Kaladi Brothers, located on 3211 Providence Drive, Anchorage, AK, 
in a library building of University of Alaska Anchorage (UAA), Starbucks, located on 1005 E Dimond Blvd., 
Anchorage, AK. The actual site visiting to those competitors' locations conducted to monitor a steady 
stream of customer's line up during peak times like breakfast, lunch, or dinner. And, some selected 
competitors of bakery and coffee shop businesses, and a primary potential contractor of Korean 
franchise bakery provided partial information of sales and their sales products: breads and coffees. Also, 
any available official data and information of sales and consumption patterns of selected competitors 
were used to compare those collected data and information when applicable.
3.3 Literature Review
The literature review conducted for obtaining and understanding marketing concepts and terms of 
marketing to analyze Anchorage market condition and develop a marketing strategy. The literature 
review was used for reviewing the contents of the STP analysis and the marketing mix analysis (4Ps). 
Especially, the price of product in 4Ps of the marketing mix analysis was re-examined to the section of 
Limit and Exclusion in this final report in consideration of a concept of time value of money. Also, the 
literature review was used for monitoring and controlling this project.
The result of the literature review was successful in gaining credibility and validation for developing a 
marketing strategy and controlling this project. The concepts for the STP analysis and the marketing mix 
analysis (4Ps) and terms of marketing strategies were reviewed and examined with detailed information 
that had been used for building up a marketing strategy. (Kotler and Armstrong, 2011) The concepts of 
the time value of money for deciding prices of products, in which break-even point analysis was used for 
determining the prices of products, in the SL plan, and the consumer price index (CPI), which was the
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economic factor of the STP analysis, were reviewed and examined with specific criteria to re-confirm 
whether a new business would be operational by the suggested price and economic condition of 
Anchorage market. (Eschenbach, 2011) And, the project planning and executing processes were re­
examined to identify it was appropriately managed and controlled through the project life cycle (Project 
Management Institute, 2013, and Pinto, 2013) Also, to manage and monitor stakeholders and their 
requirements, engagements, and attitudes, the matrix of stakeholder engagement profile was used. 
(Bourne, 2009)
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4 Selected Analytic Tools
The selected analytic tools in this plan were the segmenting, targeting, and positioning (STP) analysis; 
and the marketing mix analysis with product, price, place, and promotion (4Ps). The purpose of using 
these analytic tools was to understand Anchorage market and customers' attributes. These two analyses 
was based the data and information, which were collected through World Wide Web research, 
individual interview, and literature review. In fact, some collected data and information were intended 
to provide Anchorage market conditions and customers' attributes as they were, and other data and 
information were used to develop necessary tools or matrix of the STP analysis and the marketing mix 
analysis (4Ps).
The STP analysis was conducted with three steps for segmenting, targeting, and positioning strategies. 
The steps of segmenting strategy were segmenting Anchorage market by potential customers by 
geographic, demographic, behavioral, psychographic, and economic factors; researching competitors' 
information for sales and their customers; and determining business customers. The steps of targeting 
were determining a new business' capability and business key success factors, researching competitors' 
capabilities for bakery and coffee shop businesses, and selecting segments that were analyzed by using 
the result of segmenting strategy. And, the steps of positioning were identifying differential segments' 
benefits from the current market, and developing positioning concept of a business in Anchorage 
market.
Exhibit 3 -  Three Steps of STP Analysis
In the marketing mix analysis, the product, the price, the place (distribution), and the promotion were 
reviewed to examine and re-assess the 4Ps in the SL plan, and re-proposed the 4Ps appropriately for the
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selected market and the customers. Exhibit 4 -  Steps of Marketing M ix Analysis (4Ps) shows the steps of 
the marketing mix analysis (4Ps) to be implemented and completed.
Steps of M arketing 
M ix  A n a ly s is  (4Ps)
Step 1: Rev iew  I Step 2: Review  1
Product in SL plan 1 Price in SL  plan 1
Step 1.1: Examine Step 2.1: Examine
and a s s e s s  the — and a s s e s s  the
product price
Step 1,2: P rop o se Step 2.2: P rop o se  1
the product the  price 1
Step 3: Review Step i :  Review
Place (Distribution) Prom otion in SL
in SL plan plan
Step 3.1: Examine 
and a s s e s s  the 
place (distribution) 1
Sept 4.1: Exam ine 
and a s s e s s  the 
prom otion
Step  3.2: P ro p o se  1 
the place 1
Step 3.3: P rop o se  | 
the prom otion  |
Exhibit 4 -  Steps of Marketing M ix Analysis (4Ps)
4.1 Plan o f STP Analysis
4.1.1 Segmenting
The segmenting strategy was used for identifying potential customers and providing supporting data for 
targeting and positioning in the STP analysis. For the purpose of segmenting, the data and information 
of Anchorage market and customers in Anchorage were classified and collected with different factors: 
geographic, demographic, behavioral, psychographic, and economic factors. The specific information of 
segmenting
4.1.2 Targeting
By segmenting markets by customers' attributes, the targeting strategy was focusing on determining 
segments in the STP analysis. To decide the segments to be targeted, the following steps were 
implemented.
• Determination of new business' capability and key success factors: it was a step to find out key 
success factors for the new business. The key success factors were used for providing the new 
business' capability; that will be considered with benefits of a bakery business and a coffee shop 
business.
• Research of competitors’ capabilities: it was a step to obtain data and information of the 
selected main competitors.
• Defining the targeted segments: it was a step to determine the targeted segment by comparing 
a new business and other competitors' capabilities to be used for developing specific strategies 
in the marketing mix analysis (4Ps). The specific targeted market and customers would be 
determined.
4.1.3 Positioning
The selected and targeted segment's benefits were identified with detailed description of the benefits. 
Then specific positioning concepts would be identified with 6 major concepts for bakery and coffee shop
© 2015, Scott You - 45 -
Project Management Department, University of Alaska Anchorage
businesses. The 6 positioning concepts were quality, freshness, taste, price, awareness, and fun, in 
which the 6 positioning concepts were scored 1 to 5 points. The higher number showed higher level of 
quality, freshness, taste, price, awareness, accessibility, and fun. But, the price would be only indicated 
negative values with higher score.
4.2 Plan of Marketing Mix Analysis (4Ps)
4.2.1 Product
The sales items (products) of a new business were Korean franchise bread and coffee product. To 
examine and propose products for a new business, the proposed products in the SL plan was reviewed, 
and the appropriate products would be re-selected for the targeted market and potential customers.
4.2.2 Price
The price of products in the SL plan was reviewed that was included in the capital management plan of 
the SL plan, and the appropriate prices of products would be re-selected for the targeted market and 
potential customers. But, a concept of time value of money would not be considered for assessing 
products' prices.
4.2.3 Place (Distribution)
The specific strategy of distribution was reviewed in the SL plan, and the appropriate distribution 
strategy would be re-assessed and re-proposed fora new business.
4.2.4 Promotion
All planned promotions in the SL plan were reviewed for re-assessments. After considering the 
cooperation of a Korean franchise bakery, the promotion would be re-proposed.
5 Execution of STP Analysis
5.1 Segm enting Strategy
5.1.1 Map, Geographic Factor, and Demographic Factor
As described in 4.1.1 Segmenting, the segmenting strategy was intended to identify potential markets 
and customers for a new business, so that the data and information of the population of Anchorage 
were classified and collected in different factors: geographic, demographic, behavioral, psychographic, 
and economic factors
• Geographic Factor (STP analysis): it was sorted by zip codes of Anchorage in sectional, which 
was the east, west, south, north, mid, and other areas (1,2, and 3).
• Demographic Factor (STP analysis): it included age, gender (or sex), marital status, race (origin 
of nationality), immigration rate (or number), education, occupation, (Per Capita) personal 
income, and population and population growth rate of Anchorage.
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• Behavioral Factor (STP analysis): it included consumption occasions (numbers), consumption 
patterns (sorts), and brand preferences for bread and coffee, commuting rate, travel time, and 
transportation system of Anchorage.
• Psychographic Factor (STP and marketing mix analyses): it included a trend of bakery and 
coffee shop, Korean franchise bakery, culinary art espresso coffee.
• Economic Factor (STP analysis): it showed the extent of Anchorage's consumer price index (CPI) 
to measure Anchorage's economic condition.
The geographic, demographic, behavioral, and psychographic factors were intended to be used for 
developing cross-tabulated matrix, or solely used for applying to the STP analysis when applicable, so 
that those analyzed or raw data and information could be used for segmenting Anchorage market by 
potential customer with their attributes. This was the previous process to implement the targeting 
strategy in the STP analysis.
The Exhibit 5 showed the geographic factor that was segmented by sectional with Anchorage's zip codes 
to the east, west, south, north, mid, and other areas (1,2, and 3) sections.
• East-section: 99504, 99507, and 99508
• West-section: 99502 and 99517
• South-section: 99515 and 99516
• North-section: 99501
• Mid-section: 99503 and 99518,
• Otherl-section: 99567 and 99577
• Other2-section: 99540 and 99587
• Other3-section: 99505 and 99506
Exhibit 5 -  Map (Division of Anchorage by Zip code)
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These geographic factors were sorted by zip codes of Anchorage. It was intended to be used for dividing 
the areas of Anchorage by sectional, so that all sections of Anchorage, as shown in Exhibit 3 -  Map 
(Division of Anchorage by Zip code), were used to create cross-tabulated table between geographic and 
demographic factors to find customers' attributes by segmenting Anchorage markets by sectional: the 
east, west, south, north, mid, and other areas, with population, gender, household, and % population by 
race. Also, median household income, Asian population, Korean population, and per capita personal 
income were provided with population, gender, household, and % population by race in Exhibit 6.
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Other
R a c e
( f tv tM ir
M o r e
R a c e s )
' G » t
995CM V tu U o o n 40 .9 1 1 1 2 0 2 5 3 20 ,6 6 1 6 6 .4 % 3 3 6 % 14.986 5 4  6 % 9 6 % B 7 % 8  U % 8 2  5*/. 7  7 5 . 0 2 % 8 7 1 ,
9 1 * 0 7 A b b o t t  1 n o p  A re a 37.K 50 2 I 8 .% 5 IX.XX5 6 7 .4 % 3 2 6 % 13.901) 01  2 % 3 8 % 7 ,9 % 10  V . 3 1 2 % 8  1% 0 2 % 7 ? %
9 9 5 0 8
R u s s i a n  J a c k  ( D A  A  /  
R o g c n  P in k
3 5 .8 5 7 3 17 ,8 3 0 1 8 ,0 2 7 6 0 .8 % 3 9 .2 % 12.804 4 5 .4 % 8 5 % 1 1 .4 % 1 1 6 % 2 4 .9 % 9 .4 % 0 3 % 8  5 %
2 M id
9 9 5 0 3 S p e n a n i 14.563 10 7 .6 4 9 6 ,9 1 4 46  6 % 5 3  4 % 6 ,7 0 7 4 7 7 % 5  1% 13 2 % 1 2 5 % 1 3  3 % I f  P i , 02 % 7  9 %
9 9 M X M td t n w n  .S o u th 1 0 2 2 3 n 5  170 5 i r f 5 5 S 5 % 41 M i 4 3 1 5 f t t .6 % 4  0 ! . 7 6 % 8.2S 1 2  1% 0  1% 7  4 * .
3 W e s t
9 9 5 0 2 S a n J  l a k e 24 .1 6 8 5 I2 ,D 28 1 2 .1 4 0 7 0 2 % s m 8 .8 6 5 6 5  0 % 2  9 % 7 .3 % 9 .1 % 6 2  (J% 6 4 % 0 2 % 7 .3 %
9 9 5 ) 7 T u n ia g a in 16.645 9 8  441 8.201 43  1% 6 .9 5 0 6 4 0 % 2 8 % 7 .5 % 1 0 0 * . 4 ? r . 0  5 % 0 2 % fr-fr’! .
4 S o u th
9 9 5 1 5 Flay s h o r e  /  O c e a n  v ie w 22,4-11 6 11 .145 1 1 2 % 7 3 0 % 2 0  4 % 7 ,« * l o u r . 3 .0 % 6 8 % 4 P . 5 0  7 ? ; 7 8 % 0 2 % 6 .9 %
9 9 5 1 6 H lBuldC A re ti 2 0 .0 9 5 7 1 0 J3 X 9 ,8 5 7 S J J % 1 6 7 % 0 .8 7 9 1 .5% 3 2 % 4  1% 10 t i p . 3  5 % 0 2 % 3  8 %
5 N o r th 9 9 5 0 1
D o w n to w n  /  G o v t .  H i l l /  
F a irv ie w
17.603 8 9 .5 1 0 8 ,0 9 3 3 9 0 % 6 1 0 % 7 ,8 5 4 5 4 .9 % 8 2 % 1 1.6% 7 .0 % 9 3 .6 % 7 8 % 0 2 % 6 7 %
6 O l h e r  1
• m , l ( h u g u i k 9 2 1 1 l i •1.737 4 ,4 7 4 75  r r . 2 5  r r . J2 * » J 8 3 .1 % O K * . 5 1 % l * r » 15 o  i% J 7 % 111% 5  5 %
9 9 5 7 7 L jg le  R w c r 25 .771 4 12 .895 1 2 * 7 0 7 9  5 * , 2 0 .5 5 . 8 .8 4 4 8 0 .9 % 2  2 % 3 7 % 2  4 % 12 03 % 5 .5 % 0 .2 % 4  8 %
7 O th e r  2
9 9 5 4 0 f i u n a n a m  A m i 320 16 184 136 5 0 .0 % 5 0  0 % 156 9 2  5 % 0 0 % 4 .1 % 0  5 % 16 « t  % 1 3 % 0 .4 % l i %
9 9 5 8 7 G ird  w o o d 2 ,2 5 0 15 1.240 1.010 4 7  5 5 , 5 7  V . 1.0*4 Kll T -m 0 .1 % t  7 % 3 f f i . I I 0 .0 % 3 -9 % u  i% 2 .5 %
8 O th e r  3
9 9 5 0 5 F t R i c h a rd s o n 6 .1 7 4 14 3 ,8 2 4 2 ,3 5 0 94*1% 5 6 % 1.1 7 0 6 <  7* i 1 2 5 ! * 1 4 % 1.5 % I t 0  8 % 13 8 % 0 3 % 4  0 %
9 9 5 0 6 R i n w i d o r f 7 ,7 4 9 13 4 ,1 0 5 3 / 4 4 %  7 % n % 2 .0 3 0 7 1 9 % 8 9 % 0 .6 % 2 ,2 % 13 0 4 % I I  3 % 0 1 % 4 6 %
T o ta l  S u m  o r  Average % 2 9 1 .8 3 6 2 9 1 .8 3 6 148 .2 1 4 143 .6 2 2 6 6 6 % 3 3  4 % 107.333 6 7 .9 % 4  7 % 6 .3 % 0 ,4 % N A 1 5 % 7 .3 % 0 .2% 5  9 ! .
Toll 1
l r i l a l  l ' i i ] u i  list Kill ( n i n t h  R n tc H U f i f c  | N A 2 .6 % 2 0 % 1 1 8 % 3 9 4 ! . 23  0 % 2 1 . 1 ! .
10
M e d a n  
H o u s e h o l d  
la c o n K  (by  R a c e )
F a n i lv  H o u s e h o l d
NA
9 7 ,2 6 9 75 ,711 3 9 ,2 2 3 4 8 ,1 1 3
N A
6 9 ,0 2 5
N A
A l l  H o u s e h o l d B 1.095 5 5 ,3 1 9 .79.089 51 ,471 6 3 ,0 7 8
II A s i a n  P o p u la t i o n
Korean 1,028
NA
1 6 3 5 k
6 4 % N AF ilip in o 9 .6 6 3 3 9  2 * /.
O l l ic i  A s i a n s t w 4 4  V .
12
K o re a n
P o p u l a t i o n
R c r t h . i i J u J H I 21 N A
tu rn  p o n d e d 2 .4 7 2
13
P e r  C a p i ta  P e r s o n a l  f n c o n s :  l L: S  Census, 
3 0 1 3 )
5 0 .1 5 0 NA
Source U S Census (3010 and 2015). Deportment o f Lnbur and Workforce Development IResearch A Analysis Section I. and Miiutijtnlilv o f Anchorage (Planning Diet*km)
Exhibit 6 -  Geographic Factor and Demographic Factor (Population, Gender, Households, %  Population
by Race) (Part 1)
The information in Exhibit 6 was, initially, intended to show findings in correlation with geographic 
factor and demographic factor to be used for segmenting markets by customers and their attributes in 
segmenting process of the STP analysis. Some information would be used for developing tools required 
in other tools or matrix used for the STP analysis and the marketing mix analysis (4Ps), and others were 
only findings to review the distribution of Anchorage residents and their attributes as demographic 
factors.
As shown in Exhibit 6, the mid and south sections of Anchorage, which were previously targeted areas 
for a Korean franchise bakery in the SL plan, showed relatively moderate level of population than other 
sections. The genders of these sections also showed moderate level population that was from 5,170 to 
11,145, and the range of population in gender for all areas was 136 to 20,661. The households of the
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mid and south sections showed moderate level of population, which was from 4,215 to 7,981, and the 
range of population in households for all sections was from 156 to 14,986. The median household 
income of Asian showed the moderate level when compared with incomes of all races. The Asian 
people's income was approximately $50,000, and the range of income of all household was from 
$39,089 to $81,095, indicated on list no. 10. This amount of income was almost same amount of the per 
capita personal income of Anchorage, as indicated on list no. 13. In short, the population in the mid and 
south sections was on the middle level of population in Anchorage, which was indicated on list no. 2 and 
no. 3. And, the population of Asian, living in the sections of the mid and south sections also was on the 
middle level of population Anchorage.
But, there was an important finding to pay attention to this distribution of the population. It was a 
population of Asian to the mid and south sections. The population of Asian in the mid and south sections 
was relatively higher than other races. This was very clearly indicated in the section of %  population by 
race through the rank of population and Asian. The population of these sections showed the ranks to 6,
7,10, and 11 in a whole population in Anchorage, but the distribution of Asian, by %  population of races, 
showed relatively higher level than other sections in Anchorage, which were ranked to 1, 5,7, and 10. 
Another finding was the distribution of Asian in the east-section of Anchorage. It was relatively higher 
than other sections, including zip code of 99504, 99507, and 99508 that was indicated on list no. 1, 2, 
and 3 in Exhibit 4. So, the trend of Asian's distribution was anticipated to be same in the nearest future 
because the population growth rate, which was 39.4% on list no. 9 in Exhibit 6.
But, in the view point of Asian population rate, it was only 6.4% of total population in Anchorage. Also 
the population rate of Korean in Asian population was only 16.3% of the rate of Asian population. The 
population of Korean people in Anchorage was researched 4,028 people, the highest population of Asian 
was Filipino with a population of 9,663 and other races of Asian were roughly 10,984. (U.S Census, 2010) 
But, through the individual interview to Korean Consular office in Anchorage, the estimated population 
of Korean in Anchorage was approximately 6,500 people. It meant that Korean, who did not response to 
the research or survey of U.S census in 2010, was almost 2,472 people. Based on those data, the 
population ratio of Korean in Anchorage was relatively less that the entire Anchorage population. Herein, 
the other 1, 2, and 3 areas were excluded.
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lin t
No.
Section
Zip
Code Name
% FdiNilmiun U) Age Group
Under 5 5-9 10-14 15-17 18-19 20-24 25-29 30-34 35-39 40-14 45-49 50-54 55-59 60-61 62-64 Over 65
1 P ill
99504 M uldoon 40.914 8.3% 7 4% 69% 4.3% 2.8% 8 6% 8.9% 73% 64% 6 0% 7 0% 7 2% 59% 22% 26% 82%
99507 A bbott Loop A rea 37,850 70% 7 1% 7.4% 4.6% 2.9% 83% 8 7% 6 9% 7 1% 70% 8 1% 7 9% 62% 21% 25% 62%
99508 Russian Ja c k / 
UAA /  Rogers Park
35,857 84% 7 4% 70% 4.9% 3 7% 9 1% 87% 6.8% 59% 5ff/o 68% 68% 59% 1 9% 24% 85%
2 M id
99503 Spenard 14.563 69% 5 7% 5 2% 30% 2.7% 103% 104% 7.9% 61% 6.9% 7.9% 76% 67% 2 1% 2 5% 8 1%
99518 M idtow n South 10.225 7 1% 6.0% 5.8% 3 9% 2 6% 8 105% 8 CEL 6.5% 6.7% 7 7% 7.1% 66% 2.4% 27% 78%
3 West
99502 Sand Lake 24,168 7 4% 7.1% 7 3% A 7% 2 7% 72% 8 3% 6 7% 70% 6 8% &0% 7 9% 6.7% 2.2% 2.7% 7 3%
99517 Tum again 16,645 60% 5 8% 5 8% 3 8% 26% 7.3% 8 4% 70% 69% 66% 8 0% 8 5%' 82% 2.7% 3 3% 91%
4 South 99515
Bayshore/
Oceanvtew
22,441 7 0% 7 3% 7 9% 50% 28% 62% 7 1% 6 8% 7 2% 7 4% 84% 7 9% 7.0% 22% 2 7% 7 1%
99516 Hillside Area 20,095 5 0% 7 1% 8 5% 5 8% 26% 3 8% 32% 3.6% 60% 8 4% 10 5% 109% 10.1% 29% 3 9% 7 7%
5 North 99501
D owntown /  Govt 
H ill/F au v  lew
17,603 62% 48% 41% 22% 2 3% 90% 11 4% 82% 68% 67% 7 4% 7,7% 7.2% 24% 3 0% 106%
5 O th e r !
99567 Chupiak 9,21 J 66% 6 9% 7 7% 5 0% 27% 4 6% 5 2% 5 4% 7 0% 7 7% 10 7% 9 9% 7 7% 2 7% 28% 7.4%
99577 Eagle River 25,771 7 5% 7 6% 8 1% 5 2% 26% 5 8% 69% 7 7% 7 6% 7 7% 8 4% 8 2% 6.8% 2 3% 2.6% 5.0%
7 Other2
99540 T um again  A nn 320 1 1% 2 8% 5 3% 2 5% 1 6% 3 4% 5 6% 8 1% 63% 41% 94% 12 8% 14 7% 5 6% 4 4% 10 3%
99587 Girdwood 2,250 52% 4 8% 5 7% 2 8% 12% 5 0% 11 5% 118% 100% 8.6% 7 8% 82% 8 0% 24% 2 7% 4 3%
8 O th e r3 99505 Ft Ricliardson
6,174 13 3% 9.1% 6,7% 24% 5 7% 291% 152% 7 8% 56% 3 5% 1 0% 03% 02% 0 1% 0.0% 00%
99506 Eknendorf 7,749 16.0% 12 4% 8.7% 24% 3 4% 18 2% 13 8% 113% 7 6% 4 1% 1 5% 04% 01% 017% 0.0% 02%
Average 18.240 8 1% 73% 7 2% 42% 3C% 9 0% 96% 8 1% 7 3% 69% 79% 8 0% 7 2% 24% 2,7% 7 2%
Total 291.836 NA
Total
9 °* ofMamed
M ale NA
120% 35 50% 6H%
Female 5 50% 45.70% 6720% 55 28 20%
Source IJ.S Cecum* (2010 and 2013), Department of Labor and Workforce Development (Rasftutth & Analysis Section Laud Mumc^wlitv o f  Anchorage (Planning Division)
Exhibit 7 -  Geographic Factor and Demographic Factor (Population and %  population by Age Group)
(Part 2)
The Exhibit 7 showed %  population and % married population sorted by age group in Anchorage. It was 
cross-tabulated between geographic and demographic factors to find customers' attributes by 
segmenting Anchorage markets by sectional: the east, west, south, north, mid, and other areas, with 
distribution of %  population by age group. Also, % marriage rate of Anchorage was provided from the 
age group: 15-17, to the age group: more than 65. Also, in Exhibit 7, the age groups, which showed 
higher % of population than average %  of population of all Anchorage areas, were mostly distributed the 
east, south and mid sections of Anchorage. And, the relatively higher age groups were located on the 
east, and south sections; however, the relatively lower age groups were located on the mid, west, and 
north sections. Specifically, the age group of 20-24 was highly located on the east, mid, north, and west 
sections. The age group of 25-29 was highly located on the east, mid, north, and west sections, and the 
age group of 30-34 was highly located on the east, mid, north, west sections. The age group of 35-39 
was almost located on the east, west, and south sections, and the age group of 40-44 was highly located 
on the east and south sections. The age group of 45-49 was highly located on the south-section, and the 
age group of 50-54 was relatively highly located on the south section. The age group of 55-59 was 
relatively highly located on the south section, and the age group of 55-59 was highly located on the 
south and north sections of Anchorage.
And, the %  marriage rate of people, who were more than 20 years but less than 59 years old, were 
mostly located on the east, west, south, and mid sections. One importance finding from the distribution 
of people by age groups was that the active and young age groups were mostly located around the east, 
west, south, and mid sections of Anchorage. Herein, the other 1,2, and 3 areas were excluded.
© 2015, Scott You -50-
Project Management Department, University of Alaska Anchorage
Occupation Statistics (2010) Anchorage, AK Alaska United States .Anchorage vs. Alaska Anchorage vs. U.S
Employees, Total (by Place or Work) 147.458 256.804 119.050,433
Forestry. Fishing, Hunting and Agriculture Support 41 0 03% 1,035 0.40% 181.519 0 15% No No
Mining 6,282 4 26% 8,275 3 22% 573,030 048% Yes Yes
Utilities 562 0 38% 1,711 0 67% 631.367 0.53% No No
Construction 10,846 7.36% 18.487 7 20% 7.437,491 6.25% Yes Yes
Manufacturing 1,885 1 28% 11,470 4 47% 13,382,687 11 24% No No
Wholesale Trade 6,312 4 28% 8,990 3 50% 5,979,218 5.02% Yes No
Retail T rade 16,437 11 15% 35,311 13 75% 15,694,660 13 19% No No
Transportation and Wardiousing 13,495 9.15% 21,720 8 46% 4r349,889 3.65% Yes Y «
Information 4,075 2 76% 6,486 2.53% 3,413,512 2 87% Yes No
Finance and Insurance 4,683 3.18% 7,351 2.86% 6,674,328 5 61% Yes No
Real Estate and Rental and Leasing 2,553 1.73% 5,057 1 97% 2,342,657 1.97% No No
Professional Scientific a id  Technical Services 10,703 7.26% 14,415 5 61% 8,139.023 6.84% Yes Yes
Management o f Companies and Enterprises 2.566 1 74% 3,368 1.31% 3.108,210 2.61% Yc* No
Admin, Support, Waste M g , Remcdiaion Services 21.625 14.67% 24.809 9 66% 8,142,034 6.84% Y o Ye*
Educational Services 1,487 1.01% 2.771 1.08% 2.778,060 1.00% No
Health Cate and Social Assistance 21,782 14.77% 44,124 17.18% 16.832.211 14.14% No
Arts, Entertainment and Recreation 2.374 1 61% 4,754 1 85% 2,077,705 1.75% No No
Acconuuodation and Food Services 14,072 9 54% 25.982 10 12% 11,739,498 986% No No
Other Services (Except Public Administration) 5,678 3 85% 10,688 4 16% 5,551.339 4 66% No No
Education Level (more than 25 years old, 2010) Anchorage, Ak Alaska United States
Did Not Complete 1 ligh School 12.702 7 36% 36,238 8 75% 30,370,155 15.35% No No
Completed High School 41,903 24 29% 116,228 28 07% 57.863,097 29 24% No No
Some College 47,679 27 64% 112,972 27 28% -10.691.836 20 56% Yes Y o
Completed Associate Degree 15,771 9 14% 35.029 846% 14.841,627 7 50% Yes Yes
Conflicted Bachelors Degree 35,105 20.35% 73,883 17 84% 34,682,582 17.52% Yes Yes
Completed Graduate Degree 19,322 11.20% 39,787 9.61% 19,465,340 9.84% Yes Yes
Source: North American Industry Classification System (NAICS)
Exhibit 8 -  Occupation and Education level in Anchorage
Exhibit 8 showed the extent of distribution of occupation and education level of Anchorage as the 
demographic factor through %  occupation rate and the education level in Anchorage. It indicated that 
the industries such as mining, construction, transportation and warehousing, professional, scientific and 
technical services; and admin, support, waste management, remediation services showed higher % rate 
of employee status. In these occupations, the highest difference of %  occupation rate between 
Anchorage and the continental U.S was on admin, support, waste management, remediation services. 
Herein, the Administrative and Support and Waste Management and Remediation Services were 
"performing routine support activities for the day-to-day operations of other organizations... Activities 
performed included: office administration, hiring and placing of personnel, document preparation and 
similar clerical services, solicitation, collection, security and surveillance services, cleaning, and waste 
disposal services." (U.S Department of Labor, 2011) The locations of these occupation groups were 
located all-around of Anchorage, so that any characteristics of sectional occupation groups could not be 
identified. And, the extent of education level in Anchorage was higher than the continental U.S. The 
people, who had higher level education than a college, were more than 75%  in total population.
In Exhibit 9, it showed population of the immigration to Alaska in the U.S, as a demographic factor. The 
gross migration population to Alaska was indicated from 2000 to 2011. The states of California, Texas, 
and Washington were shown the high level of immigration. But, the population of immigration from 
foreign countries to Alaska was moderate level, in which other states such as Alabama, Colorado, Florida, 
Georgia, North Carolina, Oregon, and other rest of states, were showed less population than Alaska. It 
indicated that the population of immigration from other countries to Alaska was moderately high level 
in the view point of total population of Alaska that was 291,836 in 2010 because the population of
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Alaska was ranked the 47th largest population in the United States. (U.S Census, 2013) This trend of the 
immigration to Alaska was expected to show similarly for the next several years.
Year Alabama California Colorado Honda Georgia North Carolina (3regon Te>as WailiiniUon Foreign
2000-2001 275 2.522 940 1.131 826 994 1,334 2,122 2,692 1,250
2001-2002 411 2,663 1,096 1,149 906 1.039 1.392 2,164 3.073 1,456
2002-2003 381 2.557 1.118 1.244 877 800 1.321 2.194 2,942 1,427
2003-2004 419 2.635 1,029 1.209 890 783 1.502 2,189 3,019 1,509
2004-2005 357 2.580 1,103 1.124 849 869 1.241 2,035 2,757 1323
2005-2006 433 2,507 985 1,344 942 1.344 1.388 2,178 2,949 1,507
2006-2007 396 2.364 845 1.197 824 851 1.247 2.459 2,547 1,507
2007-2008 500 2.743 900 1.334 750 767 1.214 2,370 2.525 1,346
2008-2009 423 3.207 1,087 1,580 942 1,082 1.294 2,443 2,680 1,294
2009-2010 534 2,959 1,153 1.607 1.039 840 1,539 2,506 2,858 1,650
2010.2011 620 2,817 1,033 1.705 1.164 1,016 1.464 2.636 2.817 1,171
Sources: IRS Tax Statistics; Alaska (.Department of labor and Workforce Development, Research and Analysis Section
Exhibit 9 -  Population of Migration to Alaska
5.1,2 Behavioral Factor
The behavioral factor of Anchorage market was analyzed to find customers' attributes with commuting 
rate, travel time, transportation system, consumption occasions (numbers), consumption patterns 
(sorts), and brand preferences for bread and coffee. Especially, commuting rate, travel time, and 
transportation system were analyzed by all age groups of Anchorage to identify potential customers' 
attributes that what transportation methods were used and how long time people spent to commute 
with those transportation methods, by each age group of Anchorage. And, the consumption occasions 
(numbers) and the consumption patterns (sorts), and brand preferences for bread and coffee were used 
to identify potential customers' attributes about bread and coffee products. It was basically intended to 
find these attributes from the selected competitors' customers.
The behavioral factor, used for segmenting strategy, was analyzed and used to understand potential 
customers' attributes in correlation with previously analyzed geographic factor and demographic factor. 
Especially, it was intended to identify customers' attributes with different age groups to understand by 
sectional, which was previously provided in Part 1: Map, Geographic Factor, and Demographic Factor.
5.1.2.1 Commuting Rate, Travel Time, and Transportation
In Exhibits 10, it showed the transportation methods to work, and the time to travel to work place, 
which were sorted by Age group. The most common method for traveling to work was car, truck, or van. 
The age groups, 20-54, mostly used their own vehicles, which showed more than 75%  commuting rate. 
The time of travel of commuting to the work site was almost less than 24 minutes. Approximately 50% 
to 60%  of all age group was traveled within 24 minutes in Anchorage. And, the relatively active and 
young age groups, 20-44, and middle age group, 45-54, showed higher %  rate of using public 
transportation. In short, the most people used their own vehicles for commuting with car, truck, or van, 
rather than public transportation. The travel time to their work site was mostly less than 25 minutes in 
Anchorage. In conclusion, the people in sections of Anchorage, including the mid, and south, and east 
sections in Anchorage, could assess almost all the areas of Anchorage within 25 minutes through their 
own vehicles or within almost 40 minutes through public transportation system.
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Car, Truck, or Van (alone) Car, Truck, or Van (curpooled)
l*ublic Tranoppralion 
(excluding ta»cab)
Tolal
Total Worker (over 16) 113.360 21.155 2.004 136.519
A ge Group
16-19 3.20% 7.30% 8.30% 3.80%
20-24 10 30% 1650% 29.30% 12 30%
25-44 42 30% 41.60% 21.10% 41.60%
45-54 24.90% 20 10% 28.90% 23 50%
55-59 10.00% 7 00% 4.10% 9.40%
Over 60 9.30% 7.50% 8.20% 9.40%
Median Age 42 394 29.8 41.2
Travel Tute to Work (minute) Car. Truck* or Van (alone) Car, Truck. urVan (curpooled)
Public Tmnapomtion 
(excluding taxicab)
Total
1 e ss  than 10 13.90% 17.30% 0 00% 15 10%
10-14 22.40% 13.90% 680% 20 70%
15-19 22.90% 26.40% 3.10% 22.40%
20-24 18.30% 1850% 7.60% 1740%
25-29 6.80% 4.00% 2.90% 6.10%
30-3*1 930% 8.00% 14 30% 9 50%
35-44 3.00% 5.40% 3 60% 3.30%
45-59 2.30% 3.50% 36.80% 3.00%
More than 60 1.10% 2.80% 24,80% 2.40%
Mean o f  Travel Time (nrniute) 17 8 20 40,4 19.3
Source: U.S. Census & Department ofTransportation and Public Facility (Alaska)
Exhibit 1 0 -Transportation  to Work and Travel Time to Work in Anchorage
5.1.2.2 Occasions and Patterns of Consumption
The behavioral factors such as consumption occasions (numbers) and consumption patterns (sorts) were 
investigated through the individual interview from competitors and their customers, and the brand 
preferences of bread and coffee collected through World Wide Web research. The data and information 
of these factors were mostly related with competitors' information such as the amount of sales or 
consumptions, and consumption patterns of bakery and coffee shops.
The selected sites of the individual interview were Yummy bakery, located on 1300 W  36th Ave, 
Anchorage, AK; Charlie's Bakery, located on 2729 C St, Anchorage, AK; Kaladi Brothers, located on 3211 
Providence Drive, Anchorage, AK, in a library building of University of Alaska Anchorage (UAA); and 
Starbucks, located on 1005 E Dimond Blvd., Anchorage, AK. Other vendors for coffee and bakery 
businesses were assumed to have a similar consumption (sales) and patterns of these investigated 
competitors.
• Bread Consumption or sales (Yummy bakery and Charlie's bakery): approximately 150 to 200
units of bread with a price range from $1.5 to $20 (Yummy bakery), approximately 50 to 100 
units of bread with a price range from $3 to $35 (Charlie's bakery)
• Coffee Consumption or sales (Kaladi Brothers and Starbucks): approximately 200 to 300 units 
of coffee with a price range from $2.00 to $5.50 (Kaladi Brother), approximately 250 to 350 
units of coffee with a price range from $2.5 to $5.75 (Starbucks)
• Consumption Patterns (bakery business): mostly in mealtime such as morning, launch, and 
dinner
• Consumption Patterns (coffee shop business): all day
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5.1.2.3 Preference of Bread and Coffee
There was a consumption pattern to choose bread and coffee products. When consumers choose and 
purchased products of bread and coffee, almost 90%  of consumers were preferred well-known or 
famous high quality products. In specific, approximately 44%  customers chose store-brand and 46%  
customers chose name-brand products (Harris Interactive, 2014). For products of bread, consumers 
were mostly preferred name-brand breads or store-brand breads that were most frequently advertised 
through public media, local banners, or local flyers; however, the preferences of consumers for coffee 
products was identified in two different categories: brand of coffee, and distance and location of coffee 
products from consumers. Almost 50%  of consumers wanted to purchase a brand-name coffee with no 
concerning of distance to the coffee products, and another 50%  of consumers considered the distance 
to coffee shops. It meant that the potential customers of bakery set a high value on the quality of bread, 
but the potential customers of coffee shop set a high value on both quality and distance to purchase it. 
This result came from the individual interview to potential competitors' customers.
Additionally, the preference of consumption for breads was also investigated through the World Wide 
Web research. The average consumption or serving of bread was 1.78 servings a day in 2009, but it 
declined from 3.72 servings per day in 1999. And the consumption had been decreased for artisan bread 
from in-store bakeries decreased 8%. But 25%  consumers wanted to purchase multiple products like 
Italian or French bread from in-store bakery. Or 73%  consumers wanted to purchase bread from the 
supermarket aisle; however, the bread sales in-store bakeries were down from 2009, except for the 
artisan breads. (International Deli-Dairy-Association: IDDBA, 2010) This meant that customers set higher 
value on the quality of bread, but not on the prices of the bread when they purchased breads.
5.1.3 P sychograph ic  Factor
The psychographic factor in segmenting strategy was analyzed to find customers' attributes with a trend 
of bakery and coffee shop, Korean franchise bakery, culinary art espresso coffee. This was intended to 
identify the main stream of consumption for the products of bread and coffee, awareness and favor to 
Korean bread and Korean franchise bakery, and the preferences of new style coffee products like art 
crafted coffee.
5.1.3.1 Trend of Consumption for Bread and Coffee
The trend of consumption for bread was changed on the quality of products such as organic products, 
multi-grained products. "Bakeries of all sizes can increase their margins and stay in business. Small 
companies can cater to people's desire for handcrafted artisanal products and thus build a recognizable 
niche that larger operation would have a hard time replicating... Bakeries can make use of par-baked 
products to cut down on baking time, or appeal to growing demand for organic products..." (IDDBA, 
2010) As indicated by IDDBA, the triggers of consuming breads were the quality of products. People's 
wants and desires on healthy products were focused on maintaining their health, but not on the price of 
products. The consumption of healthy bread was gradually increased for a decade already. Also, the 
coffee consumption in the world was increased. "The coffee consumption was in coffee producing 
countries in on the rise, increasing by 3.9% from 2004 to 2008. Many experts predict that Brazil will 
displace the United States as the single largest coffee consuming market in the world within the next
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few years, somewhere from 2014 to 2016. Emerging markets (considered those outside of the EU, US, 
and Japan) are another source of growth, with consumption increasing 4.7% from 2004 to 2008." 
(Specialty Coffee Association of America, 2012)
5.1.3.2 Korean Franchise Bakery
The consumption pattern of breads in the South Korea could be investigated. By implementing the 
individual interview with the Sung Sim Dang bakery, who was a potential primary contractor in the SL 
plan, the market condition of Korean bakery in South Korea was already filled so the current market in 
South Korea could not be expanded any more. This situation induced the major Korean franchise 
bakeries to focus on overseas business. Like the case of Paris Baguette that was the biggest bakery in 
South Korea and had a mother company: Paris-Croissant Food Company, the major Korean franchise 
bakeries had started to provide franchise businesses in several countries such as China, France, Vietnam, 
U.S, and other European countries. Especially, in the U.S, the location of their Korean franchise company 
launched to the states of New York, California, and other cities. The customers were satisfied the quality 
of bread, even though their prices were relatively higher than other Korean franchise bakery companies' 
in South Korea. The customers who purchased breads from a Korean franchise bakery in other countries 
were fully satisfied the quality of their products, and the returning rate of customers to purchase their 
products was more than 65%. Also, by the individual interviews to competitors' business sites, the 
competitors' customers wanted to re-purchase the breads more than 90%.
5.1.3.3 Culinary Art Coffee
The coffee shop with a concept of a culinary art coffee was increased in the view point of world market 
because a new life style or pattern led changes of values with coffee. "Things like single-origin beans, 
exacting brews that highlight subtle nuance, and a greater overall appreciation of coffee could change 
our relationship from the commodity model." (MarketWatch, 2012) But, in Anchorage market, there 
were still no coffee shops to focus on the culinary art coffee, but a lot of coffee vendors provided good 
quality coffees in several different types. Only some coffee vendors provided culinary art coffee by the 
customers of requests, but the barista of these coffee shops was not certified with any officially 
qualified companies or institutes like Speciality Coffee Association of Europe (SCAE), so that the quality 
of their products could not be guaranteed from other local vendors and other selected competitors.
5.1.4 Economic Factor
The economic factor in segmenting strategy was analyzed to find and understand Anchorage market 
condition with a consumer price index (CPI) whether the economy of Anchorage could make an effect to 
potential consumers' purchasing power toward goods and services, in specific for bread and coffee 
products.
5.1.4.1 CPI
The CPI is a measurement tool for the yearly cost of market's and customer's purchases that would be 
compared with the cost in a base year. (Eschenbach, 2011) So, the CPI is a measurement index of price 
changes of goods and services, and is measured by the extent of price change level of market goods and 
services, and it is a most common method to measure the economic condition of any selected areas.
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Any trends of inflation and deflation of selected market could be found out. The CPI was set a value of 
100 to a base year. If the number of CPI was more than 100, it meant that the market cost of purchasing 
goods and services was increased and experienced inflation. On the contrary, if the CPI was less than 
100, the market cost of purchasing goods and services was decreased and experienced deflation.
Anchorage U.S.
Annual Anchorage 
Average
Annual Anchorage 
Percent Change From Previous Year
Annual U.S. 
Average
Annual U.S.
Percent Change From Previous Year
2014 215.805 1.6 236.736 1.6
2013 212.381 3.1 232.957 1.5
2012 205.916 2.2 229.594 2.1
2011 201.427 3.2 224.939 3.2
2010 195.144 1.8 218.056 1.6
Source: U.S. Dept, o f Labor, Bureau of Labor Statistics (BLS).
Exhibit 11 -  Consumer Price Index (CPI) in Anchorage
In Exhibit 11, it showed the percent average CPI and %  change from 2010 to 2014. The base year of CPI 
was 1980 to 1984 for those values. From Exhibit 8, the %  changes of CPI fluctuated from 2010 to 2014. 
The %  changes of CPI were increased from 1.8 to 3.2 between 2010 and 2011, decreased from 3.2 to 2.2 
between 2011 and 2012, increased from 2.2 to 3.1 between 2012 and 2013, and decreased from 3.1 to 
1.6 between 2013 to 2014; however, even though the CPI fluctuated for five years, from 2010 to 2014, 
the value of CPI were all higher than 100. So, there was no dramatic economic crisis or economic 
changes happened in Anchorage, AK.
This meant that the price of goods and services, including bread and coffee products, was increased 
because %  change of CPI showed more than 1.0 for all years. Also, the consumption of goods and 
services was increased continuously because CPI from 2010 to 2014 showed more than 100. In 
conclusion, the cost of goods and services In Anchorage was increased and expected to show the similar 
trend in the nearest future. And, the consumption of goods and services of Anchorage residents would 
be expected to be increased.
5.1.5 Research of Competitor
5.1.5.1 Location of Potential Competitor
This section, Location of Potential Competitor, was intended to show the distribution of selected 
competitors for bakery business and coffee shop businesses in Anchorage. The locations of competitors 
of bakery business were indicated in Exhibit 12 and the locations of competitors of coffee shop business 
were indicated in Exhibit 13.
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Exhibit 12 -  Location of Yummy bakery and Charlie's Bakery in Anchorage
In Exhibit 12, the locations of competitors of a bakery business were on the mid-section in Anchorage. 
And there were no similar conceptual bakeries of Asian bakery or Asian franchised bakery in all areas of 
Anchorage. Herein, other local bakeries were excluded since they didn't sell their product with concepts 
of Asian bakery and Korean bakery.
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Exhibit 13 -  Location of Kaladi Brothers and Starbucks in Anchorage
In Exhibit 12, it showed the sites of coffee shops of Kaladi brothers and Starbucks in Anchorage. The 
main contractors or direct management stores of Kaladi brothers were seven stores: one store to the 
north-section, three stores to the east-section, two stores to the south-section, one store to the mid­
section, and no store to the west section in Anchorage. Herein, any kiosk type coffee shops were 
excluded. On the contrary, the main franchised contractors of Starbucks were eleven stores: no store to 
the north-section, five stores to the east section, three stores to the south section, one store to the west 
section, and two stores to the mid-section in Anchorage. Also, any kiosk type coffee shops were
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excluded. One finding from competitors' locations was that both coffee shops were located to easy 
assessable sites to the New Seward Highway and the Minnesota Drive Expressway.
North
store
Kaladi Brothers \
Starbucks 0
West
store
Kaladi Brothers 0
Starbucks 1
Mid
store
Kaladi Brothers 1
Starbucks 2
East
store
Kaladi Brothers 3
Starbucks 5
South
store
Kaladi Brothers 2
Starbucks 3
Exhibit 14 -  Units of Kaladi Brothers and Starbucks by Sectional Areas
In Exhibit 14.. the total units of each coffee store were numbered by sectional. The north, west, and mid 
sections had relatively low stores, but the east and south sections had relatively higher number of stores. 
It indicated that the competitors' coffee shops were mostly located on the east and south sections of 
Anchorage.
The sales or consumption of bread and coffees are indicated in "Occasions and Patterns of Consumption" 
in "Segmenting (Part 2) -  Geographic Factor and Behavioral Factor." The numbers of sales or 
consumption of both bakery and coffee markets were as follows:
• Bread Consumption or sales (Yummy bakery and Charlie's bakery): approximately 150 to 200 
units of bread with a price range from $1.5 to $20 (Yummy bakery), approximately 50 to 100 
units of bread with a price range from $3 to $35 (Charlie's bakery)
• Coffee Consumption or sales (Kaladi Brothers and Starbucks): approximately 200 to 300 units 
of coffee with a price range from $2.00 to $5.50 (Kaladi Brother), approximately 250 to 350 
units of coffee with a price range from $2.5 to $5.75 (Starbucks)
• Consumption Patterns (bakery business): mostly in mealtime such as morning, launch, and 
dinner
• Consumption Patterns (coffee shop business): all day
5.1.6 Resu lt o f segm enting
As a result of segmenting, Exhibit 15 showed the ranks of all sectional segments of Anchorage market.
The ranks were sorted by population and age groups. The east section was ranked 1st with the total 
population and Asian's populations, household, and all age group, so that the east section could be a 
best choice for a new business site when only considered with by population and household, and the
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second choice could be west section under the same condition since the total scores of the east section 
and west section were 14 and 39, in which lower score meant higher rank.
By the age groups, the east section could be also the best choice and the second choice could be the 
west section or south section in consideration with the distribution of all age group because the total 
scores of the west and south sections were 39 and 42; however, in consideration with the relatively 
active age groups, which were 25-54, the total scores of the west and south sections were 18 and 18. In 
consideration with the age groups, more than 40, relatively higher age groups, the total scores of the 
west and south sections were 21 and 16. It meant that the best site of a new business would be 
differently decided among the east, west, and south sections.
However, selecting segments of location and customer to be targeted were indicated to the Segment 
Selection Matrix in Exhibit 16, which was considered in correlation with data and information of 
population, income, transportation, and competitors with the factors: distributions of population and 
age groups.
STP Factor Rank o f Segment (by Sectional) Description
Fast Mid West South North
Population (Total) 1 4 2 3 5
Population (Asian) 1 2 3 4 5
Household 1 4 2 3 5
T o ta l 3 10 7 10 15 All factors included, low score indicated higher rank
Age t i e  up Rank of Segment (by Sectional) Description
East Mill West South Nonli
20-24 1 2 3 4 5
25-29 1 2 3 5 4
30-34 1 2 3 4 5 Gap o f % population: 06% (rank 3 and 4)
35-39 1 4 2 3 5 Gap o f % population: 0.7 % (rank 2 and 3)
40-44 l 3 4 2 5 Gap of % population: 0 2% (rank 3 and 4)
45-49 1 4 3 2 5 Gap o f % population: 0 4% (rank 3 and 4)
50-54 1 4 3 2 5
55-59 1 4 3 2 5
60-61 1 4 3 2 5
62-64 l 4 3 2 5
Over 65 1 3 2 4 5
T o ta l 1 4 4 6 39 42 6 9 All factors included
t otal (25-54 ) 19 Limer score indicated highei rank
I'olul (mure Ilian 40) 16 Lower score indicated higher rank
Exhibit 15 -  Rank of Population and Age Group (by Sectional)
5.1.6.1 Determination of Business Customers
When selecting the business customers, there were several options to determine the best segments 
based on the data and information collected through segmenting process, based on geographical, 
demographic, behavioral, psychographic, and Economic Factors. In fact, the part of selecting and 
targeting segments would be intended to be dealt in targeting strategy. But, the following information 
was the summary of potential business customers in correlation with those segmenting factors to be 
used for the targeting strategy.
By the geographic and demographic factors, the east section of Anchorage was the best place for the 
business. But, when a new business targeted at Asian-American, including Korean-American, the mid­
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section of Anchorage would be the better selection. The elders were generally preferred the south- 
section of Anchorage, and the young and active age groups were distributed on the east and mid 
sections of Anchorage. These sections' distribution of population and population growth rate also 
equaled to or higher level than other sections'. Per capital person income and %  growth rate in 
Anchorage were more than average of them in the U.S. These young and active age groups had a high 
probability to commute around mid and east sections.
So, the business customers could be sorted and suggested in two groups: relatively young and active age 
group or relatively higher age group. In specific, if targeted young and active age group, 25-54, the best 
section would be east-section and second section would be west or south-section. If targeted relatively 
higher age group, more than 40, the south-section would be the best selection, and the west-section 
would be the second selection. In fact, the south-section had relatively higher age groups and elders in 
Anchorage. In another view point with %  of marries status of population, the suggestion of the new 
business customers was the age group of 35-44 that showed relatively higher % of married status. This 
age group showed higher distribution in the west and south sections of Anchorage.
However, in the view point of competitors' locations of coffee shop business, the best market and 
customers would be the mid, west, or north section because most competitors were relatively highly 
located to the east and south sections. And, in the view point of competitors' locations of bakery 
business, the market and customers in the mid-section would be the worst choice because they were 
located to the mid-section, and other sections of Anchorage could be options for determining business 
customers.
Last, in consideration with transportation system, the business customers needed to be assessed with 
accessibility of public transportation system like bus terminals. In the Dimond Center area, located in the 
south-section of Anchorage, the public transportation system that was a bus terminal was located. The 
commuting rate of age groups of 20-54 through the public transportation was identified almost 30%  in 
the south-section. Also, the north-section had one bus terminal and the east-section had two bus 
terminals, but in consideration of population and commuting rate, the north-section would not be 
better selection than other sections of Anchorage. So, the east-section could be the one option for 
selecting market and business customers.
In conclusion of determining business customers would have different best option by each factor in the 
segmenting strategy. But, in a view point of site or location of a new business, the best site of a new 
business would be the south, east, or mid-section in Anchorage.
5.2 Targeting Strategy
To decide segments to be targeted, it was initially necessary to assess and define a new business' key 
success factors. The key success factors were used for providing the new business' capability and 
considered with benefits of a Korean franchise bakery and a culinary art for a coffee shop. And, by
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comparison its capability with competitors capabilities and intense, a differentiated concept could be 
decided in order to determine the targeted segment.
5.2.1 Business Capabilities and Success Factors
A newly proposed business had concepts of Korean franchise bakery and culinary art coffee shop. The 
business capabilities and success factors could be identified in the view points of bakery business and 
coffee shop business for a new business.
Frist, the bakery business, as a branch of Korean franchise bakery, could guarantee the quality and 
freshness of bread with a low price. The Korean franchise bakery had highly qualified baking skills with 
keeping freshness of their bread. The primarily selected Korean franchised bakery, Sung Sim Dang 
bakery, had operated from 1956 to current for 57 years in South Korea. Their knowledge, ability, and 
skills for baking breads and their know-how about promotion were accumulated for several decades.
And, the price of their products, especially breads, could be provided in a relatively lower price range.
Second, they also had know-how for operating franchise bakeries. They had a branch in the capital,
Seoul, South Korea, even though they started in mid-locational city, Dae Jeon, in South Korea. They now 
had several branches at Seoul, South Korea. It meant that they overcame the challenge coming from 
disadvantage of the brand awareness, and their experience could be also applicable to the Korean 
franchise bakery in Anchorage. And, this Korean franchise bakery had a lot of strength of supporting 
system for branches, which were located in a long distance from their head-quarter in South Korea. They 
also had highly qualified employee education system and delivery system.
Third, a Korean franchise bakery provided a different menu of breads seasonally with a standardized 
recipe as well as a different layout design of the store. The Korean franchise bakery could guarantee the 
easy access to the all sections of all breads in a store and keep clean the store relatively easily. By the 
concept of a new business, the store would be followed up the layout design for a Korean franchise 
bakery.
In coffee shop business part, the hand-made, art crafted coffee products would be main products, along 
with other types of coffee products such as drip coffee and espresso. In fact, any coffee shops, providing 
culinary art or art crafted coffee in Anchorage, were rarely found out. A hand-made high quality art 
crafted coffee products could deliver and guarantee the unique flavors and different fun for customers.
5.2.2 Competitors Capabilities and Intense
The potential competitors in a bakery business were limited to two Asian bakery businesses, including 
one Korean bakery and one Chinese bakery, and two different competitors in a coffee shop business 
that were Starbucks and Kaladi Brothers. There was official information of Starbucks in their 2014 fiscal 
report. The Americas segment continued its strong performance in 2014, with revenues growing 9%  to 
$12.0 billion, primarily driven by comparable store sales growth of 6%. Total net revenues increased 11% 
to $16.4 billion in fiscal 2014 compared to $14.9 billion in fiscal 2013. (Starbucks, 2014) In short, 
Starbucks's brand power and the supporting system were the highest level of all coffee shop businesses
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in Anchorage. On the contrary, Kaladi Brothers was the most beloved coffee shop to local residents 
because they provided high quality coffees with relatively lower price when compared with Starbucks.
Both coffee shop competitors were located to almost all main streets in Anchorage area, so that their 
locations were guaranteed easy access to their business sites. Relatively, they were highly located on the 
east and south sections of Anchorage. The local Korean bakery, Yummy bakery, was located on the 
midtown and provided Korean style breads for more than two decades. The price range of their 
products was not only relatively higher than other local bakeries, but also lower than another 
competitor: Charlie's bakery. The main customers were mainly Korean people with a few local residents. 
The strength of the Korean bakery was on the fixed customers, who were mostly Korean customers. But, 
customers' royalty was estimated really low. The reason to consume the bread to this Korean bakery 
was that this store was the only one to provide Korean breads. And, the Charlie's bakery was also 
located on the midtown. They provided Asian style bread, which was Chinese style bread, but not 
Korean style. One finding from this bakery was that they focused on cakes or highly profitable bread 
types rather than cheap breads. However, they mainly focused on selling Chinese food rather than 
breads. So, the price range of their breads was relatively higher than the local Korean bakery: Yummy 
bakery.
5.2.3 Determination of Targeted Segment
As researched and analyzed from the previous segmenting process, the best segments for a business 
customers and a business site could be the south, mid, or east-section of Anchorage. In specific, it would 
be in the zip codes of 99515 and 9907 for the south section, and 99503 for the mid-section of Anchorage. 
The targeted customers could be relatively active and young age group, from 25 to 45 or relatively old 
age group, having higher income level. In consideration with transportation method and travel time, 
location, income, and accessibility, the distribution of Asian, especially Korean, and competitors' 
location of the bakery business, the preliminary best segment was the south or east section of 
Anchorage. So, for selecting the best targeted segment, a site/location selection matrix would be used 
for identifying the best segments as shown in Exhibit 16.
In Exhibit 16, it showed the specified segment selection matrix by zip codes in the east, mid, and south 
sections of Anchorage. The selected segments of potential business sites were located on the east 
section (zip code: 99507), the mid-section (zip code: 99508), and the south section (zip code: 99515).
The specified zip code had analyzed from Exhibit 15 -  Rank of Population and Age Group (by Sectional). 
This matrix was developed in consideration with the weighted scoring method, in which factors included 
population (%  of age group, total number of sectional population, total number of Asian), median 
household income, transportation system, and number of competitors in selected areas, in which 
selected competitors and any other local vendors in those areas was included. The best segment 
through this matrix was the south section (zip code: 99515), but the east section (zip code: 99507) 
showed slightly lower scored. Herein, this matrix gave higher weights to population having higher 
median income, and those sites, Asian people, accessibility of public transportation system, and 
competitors.
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Section Zip Code Area Name
Population
Sum of % 
rate
(age group: 
35-59)
Score Weight
Sum of % 
rate
(age group: 
20-34)
Score Weight
population
(by% . 
age group: 
35-59)
Score Weight
population
age group: 
20-34)
Score Weighl
Asian
population Score Weight
East 99507 Abbott Loop 
Area 363% 2 005 23 9% 2 0025 13,740 3 0.05 9,046 3 0025 10 3% 2 0 1
Mid 99503 Spenard 35 2% 1 005 286% 3 0.025 5,126 1 0.05 4.165 1 0 025 125% 3 01
South 99515 Bayshore/ 
Ocean view
37 9% 3 005 20 1% 1 0.025 8,505 2 0.05 4,511 2 0025 98% t 0 1
Section Zip Code Area Name
Median Bm irlmli Inromr Trans porta ti nn No. of Ce mnellttn'
Total
Median
Income (by 
area)
Score Weight
Distance 
from Bus 
Terminal 
(zip code, # 
nriais)
Score Weight No. of 
Bakery Score Weight
ColTee
shop Soore
Weight Total (weighted)
Easl 99507
Abbott Loop 
Area 733,896 3 015
Alas ka 
Native 
Medical 
Center 
(99508,4)
■ 02
Local 
Vender (2) 3 0225
1 0. Kdlmh 
(2)
2 0175
Mid 99503 Spenard 124,516 1 015
Alaska
Native
Medical
Center
(99508.4) , 
Dimond 
Transit 
Center
(99515.5)
2 02
VlTTTTI,
lltUry, 
local 
Vender (2)
1 0.225
| | )
3 0.175 MO
Souih 99515
Bayshore/
Oceanview
245,214 2 015
Dimond
Transit
Center
(-■>u5.5)
3 02
Local 
Vendor (2) 3 0.225
•
2 0175 u s
SrMirce' 11 S Cenaim (2010 and 2013), Dttpartimul oft ahor and Workforce Development (Research & Analysis), Municipality of Anchorage (Department o f Public Station)
________________________________________________________ ____________ Comment____________________________________________________________________
Score Criteria-3 -H igh . 2 - M oderaloT - l o w  ~
The higher v a ln o o fsc o re  means ih c  heat s ite  o f  n ngw business
D atanco  o f bus terminal is the distance o f  the cluscal bun terminal ui A nchorage. 1 liglicrbus nunfccrtci each bus terminal has higher score_______________________________
It competitors o f  bakciy and codec shop are Ihc same number, the location would have the same points
Exhibit 16 -  Segment Selection Matrix
As a result, the best targeted segment was the south section (zip code: 99515) of Anchorage because 
there were no Asian or Korean bakery competitors, and the residents in this segment had relatively 
higher income level in the age group of 35-59. Also, the active and young age group, 20-34, could easily 
assess the south section through the public transportation system.
5.3 Positioning Strategy
The positioning strategy included benefits of south segment and positioning concept with six factors: 
quality, freshness, taste, price, awareness, and fun. These six factors would be scored from 1 to 5 points. 
The higher points scored, the higher competitiveness showed. But the price would indicate inversely, so 
that the higher points scored, the lower competitiveness showed. And, the information of positioning 
concept was analyzed with selected competitors with both bakery business and coffee shop business. 
The competitors of bakery business were Yummy bakery and Charlie's bakery, and the competitors of 
coffee shop business were Starbucks and Kaladi brother herein.
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5.3.1 Benefits of South Segment
The south section, as selected segmented market and potential customers, especially in the zip code of 
99515, was the best segment. The per capita personal income of residents was relatively moderate or 
higher than other sections. And the commuting rate of young and active age groups was relatively 
higher than other segments. The probability of high consumption of bread and coffee were relatively 
higher than other sections of Anchorage. And, there were already identified a lot of consumers of 
selected competitors: Starbucks and Kaladi Brothers. The major benefit of selecting the south section 
was on the location of Asian bakery. The two Asian bakeries were located on the mid-section of 
Anchorage, and other competitors of bakery business were not closely located on this site.
5.3.2 Positioning Concept
K c»can Franchise  B akery Cam pers or 1 CanpctSD i 2: Lhhrr Vendor*
fU raeted) Yurranv
Q u .d i i . 3 Z )
4 4 4
3 2 J
P r ic e 2 3 i 4
III m  m  M 4 2 3 1
A cc ess ib ility 4 3 3 S
Fun 4 1 3 2
L ir C i i f f tU  - 5  H u ia ii  L r-d , 1 M oderate L n H  l le . - .c i i  I w r l  _________ ____
Kin5-*! t c 'x f  s h m  ^  <1 o f  ■psiV-. f r i i f o n r .  ta s te ,  aw areness, a rd  fast
But, bw tt i x  .t t  ci  p4cc m m s  cbrjpw pact ct gtodnets_________________________
Yummy Bakery vs. New Bakery
• “ •Korean Franchise 
Bakery (targeted) 
Conpetilor 1 Yurrmy 
Bakery
Local Vendors vs. New Bakery Charlie's Bakery vs. New Bakery
Korean Franchise Bakery 
pargeted)
•^— Competitor 2: Charge's 
Bakery
Exhibit 17 -  Positioning Concept of Bakery (5 Points Scoring System)
For considering positioning concept of a new business, both a bakery business and a coffee shop needed 
to be compared with competitors with differentiated products for a success of operation. In positioning 
strategy, there were six major concepts selected for bakery and coffee shop businesses that were 
quality, freshness, taste, price, awareness, and fun.
In Exhibit 17, it showed the estimated levels of quality, freshness, taste, rice, awareness, accessibility, 
and fun of competitors and a Korean franchise bakery to be targeted. The information of potential 
competitors and a new business in bakery business were used 5 points scoring system, in which the 
higher number showed higher level of quality, freshness, taste, price, awareness, accessibility, and fun. 
As pre-conclusion of positioning concept in bakery business, three positioning concepts needed to be 
focused or targeted for operating a bakery business. The three factors of positioning concepts were 
quality, freshness, and taste.
• Quality: the competitors showed the range from 2 to 3 by 5 points scoring system. Yummy 
bakery and other local vendors (bakeries) had relatively moderate level of score: 2 points. 
Especially, the quality of Yummy bakery's products, scored 3 points, did not show high level,
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because the owner was the only one baker who had learned and kept baking skill. Charlie's 
bakery scored 2 points because they were focusing on sales of Chinese food and cakes rather 
than sales of breads.
Freshness: the competitors scored 4 points which were relatively higher level. By the 
competitors' site visiting, the selected competitors and other vendors (bakeries) was on sales of 
leftovers that were not sold from the previous days. But, for a new bakery business, the baking 
system form a Korean Franchise bakery offered producing breads twice in a day. And, the 
leftover of daily sales of breads would be donated to the public for a promotional concept. So, 
all breads would be fresh every day.
Taste: the taste of local bakeries, including selected competitors, did not show highly preferred 
tastes as a result of individual interviews from competitors' customers. The tastes of breads of a 
Korean franchise bakery were expected to be identical with the tastes of breads in South Korea. 
So, the probability to capture Korean-American’s taste was estimated to be higher than other 
competitors. Yummy bakery scored 3 points and Charlie's bakery scored 2 points.
Price: the price range of competitors' products was scored from 3 to 4 points. The price of all 
competitors was not listed as a cheap price. But, the Korean franchise bakery could suggest 
relatively lower price for selected breads that would be major products for popularity; however, 
the price range would be differentiated for highly marginal products like cakes after entering 
into Anchorage bakery market successfully.
Awareness: the competitors scored 2 to 3 points that were relatively lower scored, because only 
the customers, who purchased their products, wanted to re-purchase their products. 
Advertisement of their business and their breads were rarely conducted, and they had no 
special and specific future plan of promotion. The targeted awareness of a Korean franchise 
bakery scored 4 points because a big and continuous advertisement from the head-quarter of a 
Korean franchise bakery was expected.
Accessibility: the levels of accessibility were all moderate level, which scored 3 points for both 
competitors. Their business sites were on the midtown area, and customers mostly used their 
vehicles. Commuting time or traveling time to work in Anchorage was almost less than 30 
minutes. And, the location of a new business site would be closer to public transportation 
system that was the south bus terminal around Dimond Center. Also, visiting of commuters 
using public transportation system was highly expected.
Fun: the competitors scored relatively lower points. It was derived from the varieties of 
products. Yummy bakery only scored 1 point, because they did not sell various breads to 
satisfied customers. Charlie's bakery scored 3 points because they showed varieties in their 
products from breads, cakes, and Chinese foods in their business site. But, the score of Korean 
franchise bakery was targeted to 4 points. One reason was on the product diversification. The 
Korea franchise bakery business would be, initially, focused on relatively cheaper price with 
higher quality breads. Also, a Korean franchise bakery offered newly developed menus to local 
residents in seasonal, so that a new menu of breads was expected to be provided continuously. 
Another reason was derived from the expectation of synergy effect with latte art coffee shop.
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Customers could enjoy with art crafted coffee when they wanted in the same store because 
both business would be located in one business site.
L a t t e  A i t  C o f f e e  S h o p C o m p e t i to r  1 . C o m p e t i t o r  2 l O t l m  V e n d e r s
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Local Vendors vs. New Bakery
Starbucks vs. New Bakery
-Latte Art Coffee Shop 
(targeted)
-Competitor 1 Starbucks
Kaladi Brothers vs. New Bakery
In Exhibit 18, it showed the estimated level of quality, freshness, taste, price, awareness, accessibility, 
and fun of competitors and a targeted culinary art coffee shop business. The information of potential 
competitors and a new business in coffee shop business were also scored by 5 points scoring system as 
Exhibit 16. The higher score of all factors showed higher level of quality, freshness, taste, price, 
awareness, accessibility, and fun. As pre-conclusion of positioning concept in bakery business, three 
positioning concepts needed to be focused or targeted for operating a bakery business. The three 
factors of positioning concepts were quality, taste, and fun.
• Quality: the competitors scored 3 to 4 points, which scores were relatively moderate level. By 
implementing individual interviews to competitors' customers, the quality of Starbucks and 
Kaladi Brothers scored 3 and 4 points. The consumers normally gave more value to Kaladi 
Brothers' products than Starbucks' products. For a quality of a coffee business, the targeted 
score was 5 points since a barista, having a certificate of Speciality Coffee Association of Europe 
(SCAE), would provide a unique hand-made coffee with a culinary art on it.
• Freshness: freshness of coffee from all competitors was relatively moderate level, and they 
scored both 4 points. Any specialty and comparative advantage from freshness would not be 
expected fora coffee shop business. So, the targeted score of freshness, like all competitors, 
was 4 points.
• Taste: the taste also showed relatively similar level to all competitors that scored from 3 to 4 
points. But, coffee taste, hand-made by a certified barista, was expected to be better than other 
competitors and scored 5 points. It is expected to be provided unique flavor coffee.
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• Price: the price of coffee products of Starbucks and Kaladi brothers scored 5 and 4 points. Those 
were relatively higher than other local vendors, scored 3 points. As planned, the products would 
be expected diversified in two categories: art crafted coffee products with higher price range, 
and regular coffee products with similar price ranges like other competitors. But, the price 
would not be cheap for coffee products, so that the score of the price was 5 points.
• Awareness: the awareness of both competitors relatively highly scored 4 and 5 points, but the 
other vendors' coffee shops only scored 2 points. The targeted awareness of a new coffee shop 
business was moderate level and scored 3 points, because the coffee shop business would be 
just started with full support of a Korean franchise company. If the coffee products would show 
higher quality and taste, awareness of a business was expected to be increased gradually by 
customers from mouth to mouth.
• Accessibility: the location would be the same site of a bakery business, and the levels of 
accessibility were all moderate level and scored 4 points like all competitors.
• Fun: the most important concept for a coffee shop business was fun. Other competitors scored 
2 points, because the coffee shop did not provide any specialty of their coffee products. But, the 
targeted score of a coffee shop business was 5 points, because the art crafted coffee could bring 
more fun to store customers as much as they wanted with providing unique designs for coffee 
products.
In short, the selected three concepts of both bakery and coffee shop businesses needed to be 
considered initially. For successful positioning of a new business, the concepts of quality, freshness, and 
taste were recommended in a bakery business, and the concepts of quality, taste, and fun were 
recommended in a coffee shop business, to be achieved for successful market entrance in Anchorage 
market.
6 Execution of marketing mix analysis (4Ps)
Through executing the researches, and the planned STP analysis, specific targeted segment of market 
and customers were decided. And the positioning concept was developed with 6 positioning concept. So, 
now, through execution of marketing mix analysis (4Ps), detailed information of the product, the price, 
the place (distribution), and promotion would be introduced with a result of execution of marketing mix 
analysis (4Ps).
And, as a result of the STP analysis, the targeted segment and positioning strategy were decided: south 
markets and customers. The south market was located in the zip code of 99515, and the targeted 
customers were two groups: 35-59, showing relatively higher income level, and 20-34, showing high 
commuting rate. The age group, 35-59, was the residents of this area, and the age group, 20-34, was 
mostly commuters who frequently used the public transportation system to the bus terminal around 
Dimond Center. The 4ps in the marketing mix analysis would be focused on this segmented market and 
customers through three steps for all 4Ps: product, price, place (distribution), and promotion, to develop 
specific strategies for 4Ps.
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6.1 Product
The items of bread in the SL plan were two types of bread: the fried streusel with mashed red bean, 
called "Fried Soboro" and the oven-baked bread with a leek with chicken or pork, called "Buchu bread." 
These products were the best sellers in the South Korea, and expected to be one of best selling items in 
Anchorage market, too. And, the items of coffee products were two types of coffee product: espresso 
coffee and art crafted coffee. These products were aimed at the customers, who wanted to stay and 
enjoy their time in the business store. These products could be acceptable initially when targeted 
Korean-American in Anchorage market, but the menus of both breads and coffee products were needed 
to be more diversified with different concepts.
Sot, the menus of breads and coffee products needed to be diversified more than two types of products. 
This diversification of product should be focused on building up image-making for a new business that 
would fit to the selected positioning concept for breads and coffee products. The business was targeted 
to the local residents, but not only Korean-American or Asian-American in Anchorage. The selected 
positioning concepts were quality, freshness, and taste for a bakery business, and quality, taste, and fun 
for a coffee shop business. In a bakery business, the menu needed to include more specified items that 
could be diversified in three categories:
• 8est-5eilmg Breads; il would be the ioss leader of a bakery business items to obtain popularity 
of potential customers, even though it could not be expected to gain high profit margin by sales. 
The targeted customers would be both the selected local residents and commuters. These sales 
items needed to be wrapped up separately to provide convenience of sales transactions, so that 
it could derive transactions in a short time, from 5 minutes to 10 minutes. These products were 
recommended to focus on quality and taste positioning concepts.
• Cakes; it would be prepared for the high profit margin. These items would be targeted to the 
local residents who showed relatively higher income. They were mostly In the age group of BB­
SS. These products were recommended to focus on quality, freshness, and taste positioning 
concepts.
• Other Type Breads: It would be diversified with several types of bread and targeted to the local 
residents' tastes, but not even Korean or Asian Consumers'. It could be seasonal, promotional, 
or eventual items. It was intended to show new menus, developed from a Korean franchise 
bakery, to local residents. These products were recommended to focus on quality and freshness 
positioning concepts.
After entering into Anchorage bakery market with successful image-making, these products needed to 
be enhanced to reflect customer's feedback for operating successfully. Also, all types of breads should 
be re-assessed whether these breads would make customers satisfied and provide high quality, 
freshness, and tastes continuously. In the coffee shop business, the two types of coffee products could 
be acceptable, but it was recommended to diversify the menus in three categories:
• Espresso Coffee Products: it would be an inevitable menu to compete with other local 
competitors. Almost all the competitors had provided espresso coffee products, and it was the
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most popular item in a coffee shop business. These products would be made through espresso 
machine for high productivity and focus on quality and taste positioning concepts.
• Art Crafted Coffee Products: it would be the major sales items to be differentiated in a coffee 
business. A certified barista, from SCAE, could provide special coffee products to customers as 
planned in the SL plan. These coffee products would be hand-made and art crafted for 
customers' specific and unique tastes with unique flavor. The productivity of these products was 
expected to be relatively lower than other types of coffee products, so that this product would 
be highly priced. These products would be focused on quality, taste, and fun positioning 
concepts.
• Drip Coffee Products: it would be the cheapest product-lines and be a quick and dirty type of 
coffee products in a coffee shop business. These products would be intended to provide 
popularity to all customers. These products were recommended to focus on taste positioning 
concepts.
6.2 Price
The price of breads and coffee products in the SL plan was from $2.00 to $6.00. Specifically, the prices of 
breads and coffee products were $2 for breads, and $4.50 for coffee products, which were averaged 
between $3.00 and $6.00. Also, the total amounts of sales units of the break-even point and targeted 
profits for the years of 1, 2, and 3 in the SL plan were as follows.
• Break Even Point (Sales Unit): 540 units/per day (Bakery), 86 units/per day (coffee shop)
• Targeted Profit for Year 1 (Sales Unit): 700 units/per day (bakery), 120 units/per day (coffee 
shop)
• Targeted Profit for Year 2 (Sales Unit): 800 units/per day (bakery), 160 units/per day (coffee 
shop)
• Targeted Profit for Year 3 (Sales Unit): 800 units/per day (bakery), 200 units/per day (coffee 
shop)
When compared available unit sales of bakeries and coffee shops, which were Yummy bakery, Charlie's 
bakery, Kaladi Brothers, and Starbucks, with planned unit sales of a new business, the targeted units 
were available to be sold on a day. And the sum of unit sales in a month and a year was also available to 
be sold. Through re-assessment of the level of unit sales, the total unit sales planned in the SL plan were 
relatively moderate or less amounts of possible unit sales in a day, a month, and a year.
• Bread Consumption or sales (Yummy bakery and Charlie's bakery): approximately 150 to 200 
units of bread with a price range from $1.5 to $20 (Yummy bakery), approximately 50 to 100 
units of bread with a price range from $3 to $35 (Charlie's bakery)
• Coffee Consumption or sales (Kaladi Brothers and Starbucks): approximately 200 to 300 units 
of coffee with a price range from $2.00 to $5.50 (Kaladi Brother), approximately 250 to 350 
units of coffee with a price range from $2.5 to $5.75 (Starbucks)
In consideration with the total daily sales with other competitors, pricing of a bakery business and a 
coffee shop business was appropriate, because the total sales of selected competitors in a bakery
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business were estimated from $1,200 to $ $1,750 and in a coffee shop business was from $937.50 to 
$1,237.50. And, the estimated unit sales of breads and coffee products in a bakery business and a coffee 
shop business were $1,400 to $1600 for breads and $387 to $900. Pricing of breads was set similarly to 
other competitors' pricing of their products, and pricing of coffee products was set relatively less than 
other competitors' pricing of their products. So, the available unit sales of coffee products were 
expected to be greater than the planned unit sales of coffee products in the SL plan. The pricing of 
products for a bakery business and a coffee shop business was identified that the prices were 
competitive prices and would be acceptable. And, as a proposal, the newly diversified sales items' prices 
in both businesses needed to be re-defined.
• Best-Selling Breads: $2.00 per unit. The price would be acceptable in the SL plan, so it was 
adjustable to these products. So, the best-selling breads needed to be sold at the same price per 
unit or the similar price if the average price of these products could be $2.00 per unit.
• Cakes: $30 to $50 per unit. The price was initially suggested from a Korean franchise bakery for 
non-customized cakes, but the price of customized cakes would be differentiated. The price 
would reflect the customer's requests specifically.
• Other Type Breads: $2.00 per unit. The recommended price was the same or similar prices of 
best-selling breads for popularity.
• Espresso Coffee Products: $2.50 to $3.50 per unit. The average price of these products would 
be $3.00 as planned in the SL plan. But, additional charge could be available by customer's 
choice. So, the price range was estimated approximately from $2.50 to $5.50.
• Art Crafted Coffee Products: $6.00 per unit. The suggested price was for the basic hand-made 
or selected art crafted coffee product. But, additional charge could be available by customer's 
choice. The price would be various and depend on coffee beans for coffee products and crafting 
time of coffee products.
• Drip Coffee Products: $1.00 to $1.50. The price of drip coffee products needed to have a 
competitive price with any local coffee vendors in Anchorage.
6.3 Place (Distribution)
Localization of a business was a concept in the SL plan. The concept of localizing bakery was appropriate 
for this project because the SL plan and the DS plan were only intermediate projects to plan, open, and 
operate a new business for 3 years. The next project would be related with localization concept for a 
Korean franchise bakery.
However, in a bakery business, a head-quarter of the Korean franchise baker already used a delivery 
system, called "Frozen Dough" system. The miscellaneous process before baking was already done by 
the head-quarter, and those products were delivered to the location directly. But, this concept would 
not be applicable until they set logistics hubs in the U.S. In fact, they did not have any logistics hubs in 
the U.S. Here was an opportunity of adopting this system to Anchorage. By a preliminary suggestion of a 
Korean franchise bakery, Anchorage could be one of their logistics hubs in the U.S, when they selected 
and confirmed Anchorage as a logistics hub. In their system, their branches of bakery already used the 
point of sale (POS) system that a Korean franchise bakery support distribution, sales, management, and
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operation of their branches. Their distribution system was based on a different delivery system that they 
offered and delivered products twice a day, from their logistics hub.
Another concept was on the self-sufficiency system. The skillful employees would come to the business 
sites and selected all gradients and materials for a bakery, and prepared sales of breads independently 
from the each business site. The quality, freshness, and taste could be guaranteed from their trained 
employees.
The last method of distribution in a bakery business was donation program to public institutions or 
organizations. The leftover of daily sales from the bakery would be donated to local institutes for 
Anchorage residents. In fact, this method was one of the strong methods to build up a business image 
and show contribution of public interest in Anchorage.
For a coffee business, a coffee business was already planned in the concept of localization with certified 
barista, trained from the primary contractor for Coffee Academy in the South Korea. The distribution of 
coffee products could be implemented through a business site. Also, coffee products for a bakery 
business would be available a quick and dirty type sales.
6.4 Prom otion
The promotion of a new business focused on advertisement through public media such as local TV, 
newspapers, local flyers, and banners of websites of online in the SL plan. As proposal of a Korean 
franchise bakery, new alliance system could be applicable for the DS plan though credit card companies, 
which were Master Card and/or American Express card; telecommunication companies: AT&T and/or 
GCI; local airline company: Alaska Airline; and online company: Groupon.
Additionally, in a bakery business, a concept of fresh bell could be applicable. Afresh bell system was 
that if any newly baked breads at that point of time, a fresh bell in the store would be ringing and 
concentrates ail customers' attentions to selected sites, then the store gave customers a taste of new 
fresh breads. Additionally, the customer would be provided chances to see other products around the 
site of fresh bell. It was because the strategically developed new seasonal, promotional or eventual 
breads would be displayed for customers to entice them to purchase.
7 Comparison of Marketing Strategy
To verify the feasibility of this market plan, one of other Korean franchising bakery's marketing strategy, 
Paris Baguette, was chosen and compared to the results of analysis and the recommendation in a 
marketing plan. The bakery, Paris Baguette, was established in 1986, and it has been the biggest Korean 
franchise company in the South Korea. They launch franchise contract with private business owners 
from 1988. The market share in the South Korea was more than 50%  and had more than 1,400 branches 
in the South Korea. Now, they had a lot of branched to other countries such as the U.S, China, Paris, and
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other countries. And, now, their franchising business is focusing on the markets of the U.S and China. 
Specifically, they opened branches to New York and Los Angeles in the U.S.
Their main concepts were on mass products through systemized machinery systems, systemic 
management of branches through a dispatch of trained and skillful employees from the head-quarter, 
continuous promotion through public media, structural distribution system with frozen system for 
keeping freshness of breads, and development of new menus. In fact, the strength of Paris Baguette was 
on successful image-making that was the luxury strategy of brand-name.
When they enter into the new markets in the U.S, they needed to overcome the lower awareness of 
their brands in the U.S, so that they had planned and executed a marketing strategy to focus on 
advertising to opinion leaders, who were the group of seeking the acceptance of others and are 
especially motivated to enhance their social status easily, in metropolitans of the U.S. Also, they focused 
on introducing brand to the areas having high commuting rate in those cities, also was targeted on the 
age groups who showed high income and high consumption pattern. Their products was not only 
focusing on Korean style bread, but also focusing on French style breads as their brand-name was copied 
from the country's name: Paris in France.
To these selected segmented markets, they provided fresh breads because they had a frozen baking 
system: BAKE-OFF system, which provided the source of breads and prepared doughs for breads, and 
delivered to local branches. The sorts of products were bread, cake, and other products. The products of 
bread included donuts, sandwiches, pan breads, pies, pastries, and French style breads. The products of 
cake included customized party cake, mousse cake, fresh cream cake, and eventual or promotional 
cakes. The other products were ice-creams, beverages, traditional gifts, jams, chocolates, candies, 
cookies, and biscuits. And new seasonal and promotional products had been developed. So, prices of 
these prices were separated in two categories: a loss leader, for popularity, providing a low profit 
margin, and a functional product providing a high profit margin.
And, they provided their products twice in a day that they delivered complete products in the morning, 
and frozen doughs in the afternoon. They were using logistics hubs for distribution in South Korea, but in 
the U.S, they did not use logistics hubs. Instead, they provided bakery's localization to follow local 
customers' tastes. One interesting concept of distribution, especially, about local franchised bakeries, 
was that they had strict criteria to select the owners of their local stores, because they provided huge 
supports for the owners of their franchised bakeries and the owners' families such as subsidies of 
education, health insurance, bonus for the best stores, systemic training-system of baking, monthly 
marketing calendars, monitoring system between other stores.
They provided huge promotions to build their business image-making that they were focusing on 
freshness and French concept of brand identity with luxury strategy of products. They advertised with 
well-known celebrities through public media, and opened events or promotions for national or local 
holidays to attract customers.
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In conclusion, the newly proposed product, price, place, and promotion had similar concept as a new 
entrant to Anchorage market in bakery and coffee shop businesses as they did in the U.S. The 
recommended concept of a new business was localizing of the product, price, place (distribution), and 
promotion so as to have competitiveness against the local vendors in both bakery and coffee shop 
businesses.
8 Implementation and Application to SL plan
As indicated through the contents of the selected analyses: the STP analysis and the marketing mix 
analysis (4Ps), the segmented and targeted market and customers was newly re-proposed and 
recommended to improve the concept of a new business that was Enjoy More and Pay A Little. Rather 
than this concept, building the brand identities of a Korean franchise bakery and a specialized coffee 
shop, providing art crafted coffee products, should be the first.
In other words, before only providing a quality bread with a lower price for breads, introducing and 
increasing a new brand-image that a new business could provide high quality bread and coffee products 
with additional values as requested from customers would be the first step to launch a new business. 
The popularity and interest of local residents would be followed up after successful image-making of a 
new business.
Specifically, products of a new business could be diversified and provided to Anchorage residents, 
because the menus were changeable strategically, so that pricing of the products would be adjustable in 
consideration with the maximum amount of sales unit. It's because the SL plan did not set the maximum 
sales units for a business when compared with local competitor's sales data or their customer's 
consumption data. So, the SL plan should be updated to reflect the results of the STP analysis and the 
marketing mix analysis for a successful entrance to Anchorage market.
Also, the initial proposal of the SL plan assumed that the price did not reflect the time value of money 
concept. But, the actual value of sales, costs, profit, or lose from a business needed to apply the time 
value of money concept for betterment of capital management and pricing of products with break-even 
point analysis.
9 Summary
Developing a marketing strategy for a new business was required several researches: World Wide Web 
research, individual interview, and literature review, to collect necessary data and information for 
implementing the STP analysis and the marketing mix analysis. In the STP analysis, the proposed steps, 
which were segmenting markets by potential customers; defining targeted segment; and deciding 
positioning concept, were successfully completed, so that the STP analysis could reach to develop 
specific strategies for the 4Ps: product, price, place (location), and promotion.
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The south section of Anchorage, especially located on a zip code of 99515, was the recommended and 
targeted segment that showed two major age groups: 35-59 that was the residents of this area and 
showed relatively higher income level, and 20-34 that was commuters who frequently used the public 
transportation system.
In consideration of competitors' capabilities and intense, positioning of a new business in the south 
segment needed to be considered with six positioning concepts: quality, freshness, taste, price, 
awareness, and fun. Especially, for a bakery business, the positioning concepts of quality, freshness, and 
taste were recommended, and for a coffee shop business, the positioning concepts of quality, taste, and 
fun were recommended.
Through this decision making of the STP analysis, implanting the marketing mix analysis (4Ps) were 
conducted and completed through three subsidiary steps: reviewing the 4Ps in the SL plan, re-examining 
the 4Ps, and re-proposing the 4Ps. The products of both a bakery business and a coffee business were 
diversified in three categories:
• Breads of a bakery business
o Best-Selling Breads 
o Cakes
o Other Type Breads
• Coffee Products of a Coffee business
o Espresso Coffee Products 
o Art Crafted Coffee Products 
o Drip Coffee Products
These products were proposed in a concept of the loss leader and the high profit marginal product. The 
loss leaders, such as best-selling breads and espresso coffee products or drip coffee products, were 
targeted for obtaining popularity to all local residents, and attracting new customers to a new business 
site. The high profit marginal products, such as cakes and art crafted coffee products were targeted for 
pursuing high profit margin through operating a new business.
The prices of products were appropriately re-proposed for breads and coffee products. As suggested on 
products that were sorted in a dualistic structure as a loss leader and a high profit marginal product, the 
price of these products was also re-proposed.
• Best-Selling Breads: $2.00 per unit
• Cakes: $30 to $50 per unit
• Other Type Breads: $2.00 per unit
• Espresso Coffee Products: $2.50 to $3.50 per unit
• Art Crafted Coffee Products: $6.00 per unit
• Drip Coffee Products: $1.00 to $1.50 per unit
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The place of distributing products was re-proposed separately for a bakery business and a coffee shop 
business. A bakery business had two concepts: the localization as a logistics hub of a Korean franchise 
bakery, and the self-sufficiency system; and donation program to public institution or organization. A 
coffee shop business was proposed with localization as planned in the SL plan.
Also, the promotion of a new business was re-proposed. Based on the planned local advertisements 
through public media, additional alliance system was proposed with credit card companies that were 
Master Card and/or American Express card, telecommunication companies that were AT&T and/or GCI, 
local airline company that was Alaska Airline, and another online company that was Groupon after 
completing the contract, under the agreement with a primary Korean franchise company.
In comparison to Another Korean franchise Bakery's market strategy, Paris Baguette, a biggest Korean 
franchise company in South Korea, the newly proposed product, price, place, and promotion had similar 
concept as a new entrant to Anchorage market. The disadvantage of awareness was the worst factor to 
overcome for a new business.
When implementing and applying the result of the DS plan to the SL plan, the concept of Enjoy More 
and Pay A Little needed to be changed to build the brand identities and the image-making of a Korean 
franchise bakery and a specialized coffee shop that would provide high quality, freshness, taste, and fun 
through a business products: bread and coffee.
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DIFFERENTIATION STRATEGY FOR MARKETING OF 
SUNG SIM DANG BAKERY & LATTE ART ESPRESSO 
COFFEE SHOP PLAN
S C O T T  YO U
M A S T E R  OF S C IE N C E  IN  P R O J E C T  M A N A G E M E N T  
U N I V E R S I T Y  OF A L A S K A  A N C H O R A G E
AGENDA
□  Background
□  Research Method/Approach
□  Analysis & Result
□  Conclusion
□  Lessons Learned
BACKGROUND
□  Sung Sim Dang Bakery & Latte Art Coffee Shop 
Plan (SL Plan)
□  New Business Execution Plan
o Korean Franchise Bakery 
o Local Latte Art Coffee Shop
□  Concept: Enjoy More and Pay A Little
□  Products: Korean Bread & Art Crafted Coffee
rr  '
________________________________________________
Education & Business Setup
Anchorage Market 
Research & Analysis
ANCHORAGE MARKET
□  Market size (Bakery Business)
□  Bakery Market (U.S):
o 2,800 commercial bakeries: $30 billion (Annu. Rev.) 
o 6,000 retail bakeries: $3 billion (Annu. Rev.)
□  Alaska
State
Direct D irect W ages
Total Jobs
Total W ages Total Output
Jobs (in thousands) (in thousands) (in thousands)
U.S. Continental $633,020 $31,495,974 $1,760,363 $90,214,425 $310,971,294
Alabama $7,399 $374,152 $17,071 $782,976 $2,518,132
Alaska $875 $43,900 $1,564 $97,723 $234,147
Arizona $8,458 $402,726 $20,306 $1,045,301 $2,810,742
A rkansas $6,648 $306,660 $18,349 $734,460 $3,193,332
California $89,016 $4,609,225 $262,147 $14,692,514 $49,102,268
Source: America Bakers A ssociation
ANCHORAGE MARKET
□  Market size (Coffee Business)
□  Coffee Market (U.S):
o Total Annu. Rev. = $30-32 billion 
o 20,000 retail Coffee Shops: $10 billion (Annu. Rev.)
□  Alaska
Rank Name of City Coffee Shop (per 10,000 people)
1 A n ch o rag e , A K 2.8
2 Seattle , W A 2.5
3 San  F ran c isco 2.2
4 B ellingham , W A 2.1
5 P ortland , O R 2.0
6 B rem erton , W A 1.9
7 B ou lder-L ongm on t, CO 1.8
8 O lym pia, W A 1.8
9 San L uis, CA 1.6
10 S an ta  R o sa , CA 1.5
S ource : M ark e tW a tch  an d  N PD  G roup
RESEARCH
□  World Wide Web
□  Government
□  Organization
□  Public & Private Institutes
□  Private Market Research Companies
□  Individual Interview
□  Competitors & Competitors’ Customers
o Yummy Bakery 
o Carlie’s Bakery 
o Kaladi Brothers 
o Starbucks
ANALYSIS
□  Segmenting, Targeting, and Positioning (STP)
Analysis
□  Segmenting
□ Targeting
□  Positioning
□  Marketing Mix Analysis (4Ps)
□  Product
□ Price
□  Place (Distribution)
□  Promotion g
STP ANALYSIS
□  Segmenting
□  Factors
o Geographic 
o Demographic 
o Behavioral 
o Psychographic 
o Economic
□  Competitor’s Intense
1
COMPETITOR’S INTENSE
□  Bakery Business
□  Yummy Bakery: 1 Store, Mid-Town
□  Charlie’s Bakery: 1 Store, Mid-Town
□  Coffee Shop Business
□  Starbuck: 11 stores, in Anchorage
□  Kaladi Brothers: 7 stores, in Anchorage
□  Finding - Accessibility
11
u  Kaladi Brothers Coffee
99501
Q Starbucks
Anchco^ge
99508
Starbucks
I
led Stevens Anchorage 
International Airport
id ParAc
o  Kaladi Brothers Coffee g  Kaladl Bro!hers coffee
99503
^  Kaladi Brothers Coffee
f 99507
Q Kaladi Brothers Coffee
99515
Kaladi Brothers Coffee Q
99515
0  Kaladi Brothers Coffee
)7 i==
New Seward 
Highway & 
Minnesota Drive
99503
Starbucks j
= >
99506
Q Starbucks
Q Starbucks
Starbucks Q Q Starbucks
99507
Expressway'aid Park 99515
Starbucks Q
j  Starbucks
99504
9
9950/ fa North
Starbucks
■j Starbucks Q Starbucks
9951! 9
Starbucks
99515
99507
Bakery: 2 Stores Coffee Shop: 11 Stores
West
sto re
K aladi B rothers 0
Starbucks 1
Best Business 
Site/Location? 
For Bakery?
Mid
sto r e
K aladi B rothers 1
Starbucks 2
Yum m y B akery 1
Charlie’s  B akery 1
East
sto re
K aladi B rothers J
Starbucks 5
Best Business 
Site/Location? 
For Coffee 
Shop?
STP ANALYSIS
□  Segmenting
□  Result (by Factors & Competitor)
o Various Segment (by each factor)
> E.g., East (1st by Population), Mid (1st by Asian), East & South 
(age group: 25-54), South (age group: more than 40)
o Rank of Segment
o Segment Selection Matrix
□  Conclusion (Proposed)
o East (99507), Mid (99503), or South (99515) 
o Age Group (25-45) or Age Group (more than 40)
STP ANALYSIS
□ Targeting
□ Segment Selection Matrix
o Method: Weighted Scores 
o Population 
o Income Level 
o Transportation System 
o Competitor’s intense
□ Conclusion
o South (99515) 
o Age Group (35-59, resident) 
o Age Group (20-34, commuter)
15|
STP ANALYSIS
□  Positioning -  Differentiation Strategy
□  Business Success Factors (Bakery & Coffee Shop)
o Know-How of Management (franchise store)
> from 1956 to current (59 years) 
o Product: Quality, Freshness 
o Training System: Skillful Employee 
o Lower Price (relatively)
o Diversified Menu (seasonal, promotional, Eventual) 
o Hand-Made & Art Crafted Coffee
STP ANALYSIS
□  Positioning -  Differentiation Strategy
□  7 Concepts
o Quality 
o Freshness 
o Taste 
o Price 
o Awareness 
o Accessibility 
o Fun
17
Korean Franchise Bakery 
(tareeted)
Competitor 1 
Yummy
Competitor 2: 
Charlie's
Other Vendors 
(Bakeries)
Qualify 3 7 3
Freshness > 4 4 4
Taste 3 3
Price ? 3 4 4
Awareness 4 2 3 3
Accessibility 4 3 3 3
Fun 4 1 3 2
Comment_________________________________________________________________
Score Criteria - 3: Highest Level 3: Moderate Level 1: Lowest Level__________________
Higher score shows better level of quality, freshness, taste, awareness, accessibility and tun. 
3ut. lower score of price means cheaper price of products__________________________
Local Vendors vs. New Bakery
Accessibility
mi— Korean Franchise Bakery 
(targeted)
“ “ Other Vendors 
(Bakeries)
PriceAwareness
Yummy Bakery vs. New Bakery
Awareness -------- Price
— Korean Franchise 
Bakery (targeted)
^ “ —Competitor 1; Yummy 
Bakery
Charlie's Bakery vs. New Bakery
Awareness
Latte Art Coffee Shop 
(targeted)
Competitor l: 
Starbucks
Competitor 2: 
Kaladi Brothers
Other Vendors 
(Coffee Shop)
Quality •v 3 4 3
Freshness 4 4 4 4
Taste 5 4 4 3
Price 5 5 4 3
Awareness 3 N 4 2
Accessibility 4 4 4 3
Fun 5 A i . 7
Comment__________________________________________________________________
Score Criteria - 5: Highest Level 3: Moderate Level, 1: Lowest Level__________________
Higher score shows better level of quality, freshness, taste, awareness, accessMitY and fun, 
3ut lower score of price means cheaper price of products,__________________________
Local Vendors vs. New Coffee Shop
Accessibility
Quality
Freshness
Awareness
■ nm ■ Latte Art Coffee Shop 
(targeted)
• ■ •O th er Vendors (Coffee 
Shop)
Starbucks vs. New Coffee Shop
Accessibilit
y
Awareness
— Latte Art Coffee Shop 
(targeted)
— Competitor 1: Starbucks
Kaladi Brothers vs. New Coffee Shop
Accessibility
Awareness
Quality
Freshness
— * Latte Art Coffee Shop 
(targeted)
^ — Competitor 2: Kaladi 
Brothers
MARKETING MIX ANALYSIS (4P)
□  Product
□  Dualistic Structure
□  Bakery
o Best-Selling Breads 
o Other Type Breads 
o Cakes
□  Coffee Shop
o Espresso Coffee Products 
o Drip Coffee Products 
o Art Crafted Coffee Products
MARKETING MIX ANALYSIS (4P)
□  Price (Bakery)
□  Best-Selling Breads: $2.00 per unit
□  Other Type Breads: $2.00 per unit
□  Cakes: $30 - $50 per unit
□  Price (Coffee Shop)
□  Espresso  Coffee Products: $2.50 - $3.50 per unit
□  Drip Coffee Products: $1.00 - $1.50 per unit
□  Art Crafted Coffee Products: $6.00 per unit
MARKETING MIX ANALYSIS (4P)
□  Comparison of Price
□  Yummy Bakery: $1.50 - $20 per unit, 150 - 200 units (sold)
□  Charlie’s  Bakery:$ 3.00 - $35 per unit, 50-100 units (sold)
□  Kaladi brothers: $2.00 - $5.50 per unit, 200 - 300 units (sold)
□  Starbucks: $ 2.50 - $5.75 per unit, 250 - 350 units (sold)
MARKETING MIX ANALYSIS (4P)
□  Sales (Competitors)
□  Yummy Bakery: $1,200 per day
□  Charlie’s  Bakery: $1,750 per day
□  Kaladi Brothers: $937.50
□  Starbucks: $1,237.50
□  Sales (New Business)
□  Bakery: $1,400 - $1,600 per day
□  Coffee shop: $387 - $900
MARKETING MIX ANALYSIS (4P)
□  Place (Distribution)
□  Logistics Hub: Frozen Dough system (bakery)
□  Self-Sufficiency System
o Bakery & Coffee shop: Localization
□  Donation
o Public Institutions 
o Organizations
2
MARKETING MIX ANALYSIS (4P)
□  Promotion
□  Alliance System
o Credit Card Company: Master or American Express 
o Telecommunication Company: AT&T or GCI 
o Local Airline Company: Alaska Airline (reward) 
o Online Company: Groupon
□  Fresh Bell
□  Display (Seasonal, Promotional, or Eventual Products)
251
COMPARISON PARIS ^ BAG U ETTE
□  Marketing Strategy (Paris Baguette Bakery)
□  The B iggest Korea Franchise Bakery
□  Market Share: more than 50%, 1,400 Branches
□  U.S, China, Paris, and Others
□  Targets: Metropolitan, Opinion Leader, High-Income Earner
□  Product: French Style & Localized Products (200 Types)
□  Price: High (Relatively)
□  Place (Distribution): Bake-Off System, 2 times / a day
□  Promotion: Ad. (Celebrity), Image-Making
2
CONCLUSION
□  Feasibility of Business Execution
□  By Anchorage Market Research & Analysis
□  By Updates of Targeted Market and Customer
□  By Updates of Product, Price, Place, Promotion
□  Concept
□  From: Enjoy More and Pay A Little
□  To: Brand Image Making
o Quality, Freshness, and Taste (Bakery) 
o Quality, Freshness, and Fun (Coffee Shop)
LESSONS LEARNED
□  Survey + Individual Interview + Research
□  Sampling Size (individual Interview)
□  Time Value of Money (Price)
QUESTIONS
29|
BACKUP
SLIDES
3
List
No. Section Zip Code Name
Population Gender Households •» Po|rulation Bv Race
Total Rank Male Female Family
Non-
Family Total
W hite
Alone
Black or 
African 
Alone
American 
Indian & 
Alaska 
Native 
Alone
Asian Alone
Rank of 
Asian (by 
S ection)
Native 
Hawaiian 
A O ther 
Pacific 
b lander 
Alone
Hispanic 
or Latino
Some 
O ther 
Race Alone
O ther 
Race 
(Two or 
More 
Races)
1 East
99504 Muldoon 40.914 1 20.253 20.661 66.4 'o 33.6° 0 14.9S6 54.60i> 9 6*o S.*% 8.0% 8 2.5*o *.■’% 0.2°o 8 *1
9950* Abbott Loop Area 37.850 2 IS 965 1S.SS5 6*.4% 32.6*0 13.960 61 2°o 3.S«o *9*o 10.3% 3 1.2% S.l*o 0.2%
** ;o
9950S Russian Jack UAA 
Roe era Park
35,857 3 1* S30 IS. 02* 60.5*o 39.20o 12.804 45.4*o 8.5*o 11.4"o 11.6% 2 4.9°o 9.4»o 0.3*o 8 5°
•> Mid 99503 Spenard 14,563 10 7.649 6.914 46.6%
53.45o 6.302 4* *% 5.1“o 12 2*o 12.5% i 3 3“ o 11.1*0 0.2»o -.9 ”
9951S Midtown South 10.225 11 5.170 5.055 58.5% 41.5% 4.215 61 6% 4 6*o *.6'o 8.2% 7 2.3“ o 8.2*0 0.1*0
-  4o
A West 99502 Sand Lake 24 16S 5 12.02S 12.140 "0.2%
29.S“ o SS65 65.0*o 2.9% * 3 'o 9.1*o 6 2.0% 6.4*o 0.2*o - y
9951" iTumaeain 16.645 9 S.441 8.204 56.9% 43 l*o 6 950 64.0*o 2 S% '.5 ” o 10.0% 4 2.4% 6.5*o 0 2*o 6 6C
4 South 99515 Bavshore Oceanview 22,441 6
11.145 11.296 73.6% 26.4% 7.981 64.S*o 3.0°c 6.S% 9.8% 5 0.*% *8% 0.2“ o 5.9*
99516 Hillside Area 20,095 - 10.238 9.857 83.3% 16 7% 6.879 83.6% 1 5»o 3.2*o 4.1% 10 0.1% 3.5*0 0 2 ” o 3 8*
5 North 99501 Downtown Govt Hill Fairview 17.603 S
9.510 8,093 39.0% 61.0«o * 8 5 4 54.9»o S.2*o 11.6“o * 0 % 9 3-6*o *S»o 0 .-°a 6 *
6 Oth er 1 9956* Chueiak 9.211 12
4. *3* 4.4*4 ” 5 0*o 25.0% 3.293 85.1*o O.S% 5.3*0 1.4*o 15 0.1*0 3.”*o 0-1*0 > NO
9 9 5 " Eae le Riv er 25.771 12 895 12.8*6 “ 9.5% 20.5°o S.S44 80.9*o 2.2*o 3.*% 2 4% 12 0.3°o 5.5% 0.2“ o 4 S*
7 Other 2 99540 Tumaaain Arm 320 16 1S4 136 50.0*0
50.0* o 156 92.50o 0.0% 4.1% 0.5”o 16 0.0% 1.3*0 0.3” o 1.5*
995S* Girdwood 2.250 15 1.240 1.010 4 “ 5*o 52 5°o 1.044 SS*% 0.1% l.*% 3.0% 11 0.0° b 3.9*o 0.1*1
*' <0
S Others 99505 Ft. Richardson 6 1*4 14 3.824 2.350 94.4°o 5.6° o 1.1*0 65.*% 12 5*b 1.4*o 1.5*o 14 o.s% 13.8*o
0.3°o 4 0*
99506 Elmendorf " ."49 13 4.105 3.6-14 96.** o 3.3% 2.030 *1 9% S 9*o 0.6% 2.2% 13 0.4*0 11.3*o 0.1°o 4 6*
Total Sum or Ate rage % 291 S36 291. S36 148.214 143.622 66.6*o 33.40 o 10*333 6*.9% 4.*% 6.3*o 6.4*o NA 1.5°o *5*o 0.2° o 5.9°
Tott
9 Total Population Growth Rate 12.10*o | NA 2.6*o 2.0"o ll.S*o 394% 23.0*o 21.1* 0 Jjf§§|
10
Median 
Household 
Income (by Race)
Family Household
NA
9*.269 *5.*11 4S.1I3
NA
69.025
All Household 81.095 55.319 39.089 51.4*1 63.0*8
11 Asian Population
Korean 4.02S 16.3° i
6.4"o
» ___________________1Filipino 9.663 NA 59.2»oOther Asians 10 984 44 .5 'o
12 Korean
Population
Responded 4,028 NA H i
non-responded 2,472
13 Per Capita Personal Income (U.S Census: 
2013)
50,150
N A ___________________________________________________________________ HjM
Source: U.S Census (2010 and 2013). Department of Lab or and Workforce Development (Research & Analysis Section), and Municipality of Anchorage (Planning Division.!
List
Section
Zip
Name Population
% Population By Age Group
No. Code Under 5 5-9 10-14 15-17 18-19 20-24 25-29 30-34 35-39 40-44 45-49 j 50-54 55-59 60-61162-64 Over >5
99504 Muldoon 40.914 8.3° o 7.4% 6.9% 4.3% 2.8° o 8.6% 8.9% 7.3% 6.4% 6.0% 7.0% 72% 5.9% 2.2% 2.6% S.2%
1 East
99507 Abbott Loop Area 37.850 7.0? ci 7.1% 7.4% 4.6% 2.9° o 8.3% 8.7% 6.9° o 7.1% 7.0% 8.1% 7.9% 6.2% 2.1% 2.5% 6.2°
99508 Russian Jack UAA Rogers Park 35.857
8.4° o 7.4% 7.0% 4.9% 3.7% 9.1% 8.7% 6.8% 5.9% 5.8% 6.8% 6.8% 5.9% 1.9% 2.4% 8.5%
D Mid
99503 Spenard 14.563 6.9° o 5.7% 5.2% 3.0% 2.7% 10.3% 10.4% 7.9% 6.1% 6.9% 79% 76% 6 7% 21% 15% 81%
995 IS Midtown South 10.225 7.1°o 6.0% 5.8% 3.9% 2.6% 8.6% 10.5% 80% 6>% 6.7% 7.7% 71% 66% 2,4% 27% 7 8%
West
99502 Sand Lake 24.168 7.4% 7.1% 7.3% 4.7% 2.7% 7.2% 8.3% 6.7% 7.0% 6.8% 8.0% 7,9% 67% 2 "*% n7% 7 5%
99517 Tumagain 16.645 6.0% 5.8% 5.8% 3.8% 2.6% 7 3% 84% 7 0% 60% 6.6% 8 0% 8 5% 8.2% 2.7% 3.3% 9 1%
4 South 99515
Bayshore
Oceanview 22.441 7.0% 7.3%
7.9% 5.0% 2.8% 6.2% 7.1% 6.8° o 72% 7.4% 8.4% 7.9% 7.0% 2.2% 2.7% 7.1%
99516 Hillside Area 20.095 5.0% 7.1% 8.5% 5.8% 2.6% 3.8% 3.2% 3.6% 6.0% 8.4% 10.5% 10.9% 10.1% 2.9% 5.9% 7.7%
■> North 99501 Downtown Govt. Hill Fairview 17.603 6.2% 4.8° o 4.1% 2.2% 2.3% 9.0% 11.4% 8.2% 6.8% 6.7% 7.4% 7.7% 7.2% 2.4% 3.0% 10.6°
6 Other 1 99567 Chugiak 9.211 6.6% 6.9° o 7.7% 5-0% 2.7% 46% 5 10o 5 4° 70% 7 7% 10 7% 99% 77% ■* 7° r, ■'8°« 7 4%99577 Eade River 15.771 7.5% 7.6% 8.1% 5.2% 2.6% 5.8% 6.9% 7.7% 7.6% 7.7% 8.4% 8.2% 6.8% 2 5% 2.6% 5.0%
7 99540 Tumagain Ann 320 3.1% 2.8° o 5.3% 2.5% 1.6% 3.4% 5.6% 8.1% 6.3% 4.1% 9.4% 12.8% 14.7% 5.6% 4.4% 10.3°
99587 Girdwood 2250 5.2% 4.8% 5.7% 2.8% 1.2% 5 0% 11 5% 118% 10.0% 86% 7 8% 8 2% 80% 4^% "*7% 4 5%
8 99505 Ft. Richardson 6.174 13.3% 9.1% 6.7% 2.4% 5.7% 29.1% 15.2% 7.8° o 5.6% 3.5% 1.0% 0.3% 0.2% 0.1% 0.0% 0.0%99506 Ehnendorf 7.749 16.0% 12.4% 8.7% 2.4% 3.4% 18.2% 13.8% 11.2% 7.6% 4.1% 1.5% 0.4% 0.1% 0.0% 0.0% 03a
Average 18.240 8.1% 7.3% 7.2% 4.2% 3.0% 9.6% 9.6% 8.1% 7.3% 6.9% 7.9% 8.0% 7.2% 2.4% 2.7% 7 °°fl
Total 291.836 X A
* *-------- Total
9 % r»f\tarripH Male NA __ 1.20% 35,50% 68% 63.60% 65.70% 6120%
Female 5.50% 45.70% 67.30% 55.80% 60.70% L-----— -------------------------- --------------------------------- --------- :--------------------:-------------------------- ------- 11- “ u u_______ ■ , f , ^ m gl w . -A -U M
Source: U.S Census (2010 and 2013), Department ofLabor and W o deforce De\ elopment (Research & Analysis Section), and Municipality of Anchorage (Planning Division)
Occupation Statistics (2010) Anchorage, AK Alaska United States Anchorage vs. Alaska Anchorage vs. U.S
Employees. Total (by Place o f  Work) 147.458 256.804 119.050.433
Forestry. Fishing. Hunting, and Agriculture Support 41 0.03° o 1,035 0.40% 181.519 0.15% N o N o
Mining 6.282 4.269b 8,275 3.22% 573.030 0.48% Yes Yes
Utilities 562 0.38% 1,711 0.67% 631.367 0.53% N o N o
Construction 10.846 7.36% 18.487 7.20% 7.437.491 6.259b Yes Yes
M anufacturing 1.885 1.28% 11.470 4.47?o 13.382.687 11.24% N o N o
Wholesale Trade 6.312 4.2S% 8.990 3.50% 5.979.218 5.02% Yes N o
Retail Trade 16.437 11.15% 35.311 13.75% 15.694.660 13.199 o N o N o
Transportation and Warehousing 13.495 9.15% 21.720 8.46% 4.349.889 3.65% Yes Yes
Information 4.075 2.76% 6.486 2.53% 3.413.512 2.879o Yes N o
Finance and Insurance 4.683 3.18% 7.351 2.86% 6.674.328 5.61% Yes N o
Real Estate and Rental and Leasing 2.553 1.73% 5.057 1.979-0 2.342.657 1.97% N o N o
Professional, Scientific and Technical Services 10.703 7.26% 14.415 5.61% S.139.023 6.84% Yes Yes
Management o f  Companies and Enterprises 2.566 1.74% 3.368 1.31% 3,108.210 2.61% Yes N o
Admin, Support, Waste Mg, Remediation Services 21,625 14.67% 24,809 9.66% 8.142,034 6.84% Yes Yes
Educational Services 1.487 1.01% 2.771 1.08% 2.77S.060 1.00% N o Yes
Health Cate and Social Assistance 21.782 14.77% 44.124 17.18% 16.832.211 14.14% N o Yes
A rts. Entertainment and Recreation 2.374 1.61% 4.754 1.85% 2.077.705 1.75% N o N o 1
Accommodation and Food Services 14.072 9.54% 25.982 10.12% 11.739.498 9.86% N o N o
Other Services (Except Public Administration) 5.678 3.85% 10.688 4.16% 5,551.339 4.66% N o N o
Education Level (more than 25 years old, 2010) Anchorage, AK Alaska United States
D id N o t Complete High School 12.702 7.36% 36.238 8.75% 30.370.155 15.35% N o N o
Completed High School 41.903 24.29% 116.228 28.07% 57.S63.097 29.24% N o N o
Some College 47.679 27.64% 112.972 27.28% 40.691.836 20.56% Yes Yes
Completed Associate Degee 15.771 9.14% 35.029 8.46% 14.841.627 7.508 b Yes Yes
Completed Bachelors Degree 35.105 20.35% 73.883 17.S4% 34.682.582 17.52% Yes Yes
Completed Graduate Degee 19,322 11.20% 39.787 9.61% 19.465.340 9.849 b Yes Yes
Source: N orth American Industry Classification System (NAICS)
Y ear A labam a C alifornia C olo rado F lorida G eorgia N o rth  C aro lina O regon Texas W a sh in g to n F oreign
2000-2001 275 2.522 940 1,131 826 994 1,334 2,122 2,692 1,250 I
2001-2002 411 2,663 1,096 1,149 906 1,039 1,392 2,164 3,073 1,456 1
2002-2003 381 2,557 1,118 1,244 877 800 1,321 2,194 2,942 1,427 1
2003-2004 419 2,635 1,029 1,209 890 783 1,502 2,189 3,019 1,509 I
2004-2005 357 2,580 1,103 1,124 849 869 1,241 2,035 2,757 1,323 I
2005-2006 433 2,507 985 1,344 942 1,344 1,388 2,178 2,949 1,507 1
2006-2007 396 2,364 845 1,197 824 851 1,247 2,459 2,547 1,507 1
2007-2008 500 2,743 900 1,334 750 767 1,214 2,370 2,525 1,346 1
2008-2009 423 3,207 1,087 1,580 942 1,082 1,294 2,443 2,680 1,294 I
2009-2010 534 2,959 1,153 1,607 1,039 840 1,539 2,506 2,858 1,650 1
2010-2011 620 2,817 1,033 1,705 1,164 1,016 1.464 2,636 2,817 1,171 I
Sources: IRS Tax Statistics; Alaska Department of Labor and Workforce Development, Research and Analys is Section
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1 j C ar. T r u c k , o r  V a n  ( a lo n e ) C ar, T r u c k , o r  V a n  ( c a r p o o le d ) P u b lic  T r a n s p o r a t io n  ( e x c lu d in g  ta x ic a b ) T o t a l
T o t a l  W o r k e r  ( o v e r  16) 1 1 3 .3 6 0 2 1 .1 5 5 2 .0 0 1 1 3 6 .5 1 9  |
A g e  G r o u p
1 6 -1 9 3 .2 0 % 7 .3 0 % 8 .3 0 % CO o o o
2 0 - 2 4 1 0 .3 0 % 1 6 .5 0 % 2 9 .3 0 % 12 .30° o |
2 5 - 4 4 4 2 .3 0 % 4 1 .6 0 % 2 1 .1 0 % 4 1 .6 0 °  o |
4 5 - 5 4 2 4 .9 0 % 2 0 .1 0 % 2 8 .9 0 °  o 2 3 .5 0 °  o |
5 5 -5 9 10 .00% 7.00% 4 .1 0 % 9 .4 0 °  o I
O ' e r  6 0 9 .3 0 % 7 .5 0 % 8 .2 0 °  o 9 .4 0 °  o I
M e d ia n  A g e 4 2 3 9 .4 2 9 .8 4 1 .2
T r a v  e l  T im e  t o  W o r k  (m in u te ) C a r , T r u c k , o r  V a n  ( a lo n e ) C ar, T r u c k , o r  V a n  ( c a r p o o le d )
P u b l ic  T r a n s p o r a t io n  
( e x c lu d in g  ta x ic a b )
T o t a l
L e s s  th a n  10 1 3 .9 0 % 1 7 .3 0 °  o 0 .0 0 °  o 1 5 .1 0 °  o I
1 0 -1 4 2 2 .4 0 % 13 .90% 6 .8 0 °  o 2 0 .7 0 °  o |
1 5 -1 9 2 2 .9 0 % 2 6 .4 0 % 3 .1 0 % 2 2 .4 0 °  o |
2 0 -2 4 1 8 .3 0 % 1 8 .5 0 % 7 .6 0 °  o 17 .40° o |
2 5 -2 9 6 .8 0 % 4 .0 0 °  o 2 .9 0 °  o 6 .1 0 °  o I
3 0 -3 4 9 .3 0 % 8 .0 0 °  o 1 4 .3 0 % 9 .5 0 °  o |
3 5 - 4 4 3 .0 0 % 5 .4 0 °  o 3 .6 0 °  o o o o
4 5 - 5 9 2 .3 0 % 3 .5 0 °  o 3 6 .8 0 % 3 .0 0 °  o 1
M o r e  t h a n  6 0 1 .1 0 % 2 .8 0 % 2 4 .8 0 ° o 2 .4 0 °  o I
M e a n  o f  T r a v e l  T im e  (m in u te ) 17 .8 2 0 4 0 .4 19 .3
S o u r c e :  U .S .  C e n s u s  &  D e p a r t m e n t  o f  T r a n s p o r t a t io n  a n d  P u b l ic  F a c i l i t y  ( A la s k a )
Anchorage U.S.
Annual Anchorage 
Average
Annual Anchorage 
Percent Chanse From Previous Year
Annual U.S. 
Average
Annual U.S.
Percent Change From Previous Year
2014 215.805 1.6 236.736 1.6
2013 212.381 3.1 232.957 1.5
2012 205.916 2.2 229.594 2.1
2011 201.427 3.2 224.939 3.2
2010 195.144 1.8 218.056 1.6
Source: U.S. Dept, of Labor, Bureau of Labor Statistics (BLS).
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S T P  F a c to r
R a n k  o f  S e g m e n t  ( b y  S e c t io n a l)
D e s c r ip t io n
E a s t M id W e s t S o u t h N o r th
P o p u la t io n  (T o ta l) 1 4 2 3 5
P o p u la t io n  ( A s ia n ) 1 i 3 4 5
H o u s e h o ld 1 4 2 3 5
Total 3 10 7 10 1 5 A l l  fa c to r s  in c lu d e d , lo w  s c o r e  in d ic a te d  h ig h e r  ra n k
A g e  G ro u p
R a n k  o f  S e g m e n t  ( b y  S e c t io n a l ) D e s c r ip t io n
E a s t M id W e s t S o u t h N o r th
2 0 -2 4 1 2 3 4 5
2 5 -2 9 1 2 3 5 4
3 0 -3 4 1 i 3 4 5 G ap o f 0 o p o p u la t io n :  0 .6 °  o (ra n k  3  a n d  4 )
3 5 -3 9 1 4 2 3 5 G ap o f 0 o p o p u la t io n :  0 . 7 0 o (ra n k  2  a n d  3)
4 0 -4 4 1 3 4 2 5 G ap o f  ° o  p o p u la t io n :  0 .2 °  o (ran k  3  a n d  4 )
4 5 -4 9 1 4 3 2 5 G ap o f 0 o p o p u la t io n :  0 .4 ° o  (ra n k  3  a n d  4 )
5 0 -5 4 1 4 3 2 5
5 5 -5 9 1 4 3 2 5
6 0 -6 1 1 4 3 2 5
6 2 -6 4 1 4 3 2 5
O v e r  65 1 3 2 4 5
Total 1 4 4 6 3 9 4 2 6 9 A l l  fa c to r s  in c lu d e d
T o ta l ( 2 5 - 5 4 ) 6 1 9 1 8 1 8 2 9 L o w e r  s c o r e  in d ic a t e d  h ig h e r  r a n k
T o ta l  (m o r e  th a n  4 0 ) 7 2 6 2 1 1 6 3 5 L o w e r  s c o r e  in d ic a t e d  h i g h e r  r a n k  o  ■
S e c tio n Z ip  C ode A r e a  N am e
Population
Sum  of °/o  
rate
(age group: 
35-59)
S c o r e W e i g h t
Sum  of % 
rate
(age group: 
20-34)
S c o r e W e i g h t
population 
<hy Vo , 
ago group: 
35-59)
S c o r e W e i g h t
population
(by °/o, 
age group: 
20-34)
S c o r e W  e i g h t
Asian
population
S c o r e W e i g h t
E a s t 9 9 5 0 7 A b b o t t  L o o p  
A r e a 3 6 .3 °  o
-> 0 .0 5 2 3 .9 ° o 2 0  0 2 5 1 3 ,7 4 0 3 0 .05 9 ,0 4 6 3 0 .0 2 5 10  3 °  o 2 0 .1
M i d 9 9 5 0 5 S o e n a r d 3 5 .2 ° o i 0 .0 5 2 S .6 ?o 3 0 .0 2 5 . 5 .1 2 6 i 0 .0 5 4 .1 6 5 i 0  0 2 5 1 2 .5 °  o 3 0 .1
S o u t h 9 9 5 1 5
B a y s h o r e  
O c e a n  v ie w 3 7 .9 °  o
3 0 .0 5 2 0 .1 9  o 1 0  0 2 5 S .505 2 0 .0 5 4 ,5 1 1 0 .0 2 5 9  S °o i 0 .1
S e c tio n Zap C ode
Median Household Income Trans porta ti on Vo. of Co tnpetilor
A r e a  N ame
Total 
Median 
Income (by 
area)
S c o r e W e i g h t
Distance 
from Bus 
Terminal 
(zip code, H 
of bus)
S c o r e W e i g h t No. of 
Bakery S c o r e W e i g h t
Coffee
shop S c o r e W e i g h t
Total (weighted)
E a s t 9 9 5 0 7 A b b o t t  L o o p  
A r e a 7 3 3 .S 9 6
3 0  15
A l a s k a  
N a t i v e  
M e d i c a l  
C e n t e r  
(9 9 5 0 S . 41
1 0 .2 L o c a l  
V e n d e r  (2 ) 3
0 .2 2 5
S t a r b u c k s  
{3). K a l a d i  
B r o th  e r s
(2 )
2 0 .1 7 5 2 . 2 5
M id 9 9 5 0 3 S p e n a r d 1 2 4 ,5 1 6 i 0 .1 5
A l a s k a  
N a t i v e  
M e d i c a l  
C e n te r  
( 9 9 5 OS, 4), 
D im o n d  
T r a n s i t  
C e n te r  
(9 9 5 1 5 , 5)
2 0 .2
Yummy 
Bakery. 
C h  a r l ic 's  
Bakery, 
L o c a l  
V e n d e r  (2)
i 0 .2 2 5
Starbucks 
■:2). Kaladi 
Brothers 
(1>
3 0 .1 7 5 1.80
S o u t h 9 9 5 1 5 B a y s h o r e  
O c e a n  v ie w
2 4 5 .2 1 4 2 0 .1 5
D im o n  d  
T r a n s i t  
C e n te r  
( 9 9 5 1 5  5)
3 0.2 L o c a l  
V e n d o r  (2 )
3 0 .2 2 5
Starbucks 
i 3). Kalad i 
Bt others
2 0 .1 7 5 2 .3 5
S o u r c e :  U .S  C e n s u s  ( 2 0 1 0  a n d  2 0 1 3 ) , D e p a r t m e n t  o f  L a b o r  a n d  W o r k f o r c e  D e v e l o p m e n t  ( R e s e a r c h  &  A n a l y s i s ) ,  M u n i c ip a l i t y  o f A n d i o r a g e  ( D e p a r t m e n t  o f  P u b l i c  S t a t i o n )
Comment
S c o r e  C r i te r ia  3 - H i g h  2  - M o d e r a t e .  1 - lo w
T h e  h i g h e r  v a l u e  o f  s c o r e  m e a n s  t h e  b e s t  s i t e  o f  a  n e w  b u s i n e s s
D i s t a n c e  e t b u s  t e r m m a l i s  t h e  d i s t a n c e  o f  t h e  c l o s e s t  b u s  te r m in a l  :r. A n : l : o : a ? e  I I re  h e r - b u s  n u m b e r  to  e a c h  b u s  te r m in a l  h ig h e r  s c o r e  
I f  c o m p e t i t o r s  o f  b a k e r y  a n d  c o f f e e  s h o p  a r e  t h e  s a m e  n u m b e r ,  t h e  l o c a t i o n  w o u l d  h a v e  t h e  s a m e  p o i n t s ____________________________________________
B rea d  (B a k ery ) Coffee (Coffee shop)
Selling price (Bread) S2.00 Average sales price: lump sum of sales ot 
each bread
Selling price: type A S3.00 Type A: ONLY espresso coffee
Selling price: type B S6.00 Type B: espresso coffee w Latte A
Variable cost (material for 
bakins)4- /
S0.80 40° o of sales price Variable cost: type A S1.50 50% of sales price (coffee)
Variable cost: type B SI.80 30% of sales price (latte art coffee)
Contribution margin S1.20 60° o of sales price Contribution margin: type A SI .50 50% of sales price
Contribution margin: type B S4.20 70° o of sales price
Fixed cost i S 19.440 Total monthly expense Fixed cost $7,350 Totalmonthlv expense
___________________________________________________________________ Comments_________
* Chances to sell type A and type B of coffees are the same (50% for type A & type B)_ _ _ _ _ _ _ _
* If sales revenue, variable expense, and contribution margin are provided, the ratio will be adjusted
3S|
Y ear
In itia l
In v e s tm e n t
A n n u a l
O p erating
C o s t
S a les C o st
C ash
F lo w
P /F , 3.8% , N
P W
(P r e se n t
W o r th )
T o ta l
S a les
(b read )
T o ta l
S a les
(b e v e r a g e )
T o ta l
S a les
(c o f fe e )
T o ta l
c o s t
(bread)
c o s t
(c o f fe e )
T o ta l
0 (291,92 (291.920) 1.0000
1 (321.480) 504.000 1.080 194.400 699.480 (201.600) (71,280) (2 7 1 8 8 0 ) 105.120 0.9634 101.273
(321.480) 576.000 1.080 259.200 836.280 (230.400) (95,040) (325.440) 189.360 0.9281 175.745
J (321,480) 576.000 1.080 324.000 901.080 (230.400) (118.800) (349.200) 230.400 0.8941 206.001
Total 1 9 1 ,0 9 8
U n it: U .S  S
Differentiation Strategy for Marketing of Sung Sim Dang Bakery & Latte Art Espresso
Coffee Shop Plan
Scott You, Graduate Student in Master of Science in Project Management 
University of Alaska Anchorage
Project Lessons Learned Narrative
Lessons L earned
Lesson ID: 001. Research Method/Approach 
Keywords: Market Research, Research Method/Approach 
Knowledge A rea Im pacted: Scope Management 
D ocum ent Im pacted: Project Charter, Statement o f Work (SOW)
P ro jec t Process C ategory: Planning 
Lesson L earned Sum m ary:
Research method/approach that was selected and used for the project needed to be diversified to collect additional 
data and information.
Recom m endations:
The selected research method and approach were the individual interview to selected competitors and their 
customers, potential contractors for a new business, described in the stakeholder register; World Wide Web research 
for collecting official data o f  statistics from U.S. Government, organization, public and private institutes, and market 
research companies. This research method had limit to investigate and collect the responses o f  competitors and then- 
customers. The necessary data and information could be supplemented through surveys for all potential customers in 
Anchorage market. The scope o f  this project needed to reflect their requirements to update the final deliverable for 
betterment.
Lesson ID: 002. Sample Size
Keywords: Individual Interview, Research Method/Approach 
Knowledge A rea Im pacted: Schedule Management 
R equired  Docum ent: Project Schedule (Gantt Chart)
P ro jec t Process C ategory: Planning 
Lesson L earned Sum m ary:
Determining sample size o f individual interview needed to be discussed and confirmed with project advisor to 
reflect more realistic data and information.
Recom m endations:
The collected data and information was quite enough to lead the conclusion o f  the project, but the sample size o f  the 
respondents o f individual interview needed to be discussed thoroughly with the project advisor to analyze the result 
o f the research in this project. The conclusion was appropriate from the data and information collected through 
individual interview, but the sample size o f  competitors and their customers was not advised from the project 
advisor that could, at least, reach to the conclusion. In the case to analyze the correlation between the factors for 
segmenting strategy in the segmenting, targeting, and positioning (STP) analysis, the sample size would be key 
factors o f  the result o f  the research in the project. So, the project schedule needed to consider the necessary sample 
size and re-baselined for the project.
Lesson ID: 003. Time Value o f  Money 
K eyw ords: Exclusion, limit o f  the project
Knowledge A rea Im pacted: Scope Management, Cost Management 
R equired  Docum ent: Project Charter, Project Schedule (Gantt Chart)
P ro jec t Process C ategory: Planning, Monitoring and Controlling 
Lesson L earned Sum m ary:
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The concept o f time value o f money to decide prices o f products for the marketing mix analysis needed to be 
considered and applied for planning the project. Also, the actual cost for the work o f the project manager needed to 
be applied to the project.
Recom m endations:
The Sung Sim Dang bakery and Latte Art Coffee Shop (SL Plan) did not reflect the impact o f  time value o f  money, 
but only assumed that would not be applied to the project. Even though the suggested units to be sold and the prices 
o f  these products was appropriately proposed through the break-even point analysis in SL plan, the price had to 
reflect the impact o f  time value o f  money for propose the proper prices o f  products for a new business. As a result, 
the prices in this project was re-investigated and re-examined to confirm the reality o f  the suggested prices in 
consideration with the estimated possible sale units. The unit price should be planned in the view point o f economic 
benefits for deciding appropriate level o f  the prices o f  the products. And, the cost o f  the project manager was not 
applied to the project by discussion with the project advisor. So, the process o f  monitoring and controlling the 
project only had been implemented through comparing actual and planned % complete. But, the cost o f all necessary 
processes through the project manager should be applied and be controlled with different management tools for cost 
such as the earned valued method (EVM) with applicable criteria like CPI.
Lesson ID: 004. Risk Response Implementation
K eywords: Project Risk
K nowledge Area Im pacted: Risk Management
R equired  Docum ent: Risk Register, Risk Response
P ro jec t Process C ategory: Executing
Lesson L earned  Sum m ary:
The prepared risk register for the project was planned and implemented throughout the project life cycle by updating 
the risk register directly until completing the project.
Recom m endations:
The risk register was identified all risks that needed to be considered primarily for executing the project. But, the 
risk register was recommended to  update and reflect secondary risks in correlation with the primarily identified risks. 
However, the identified risks were appropriately controlled through the project. The issue was on the recording and 
documenting implementation o f  risk response through the project. The risk was directly updated to the risk register 
and identified the result o f  impacts caused by the incurred risks in the project. As a result, the impacts o f  risks and 
the risk responses had been used to update applicable subsidiary management plans and its tools through the project. 
A new tool was inevitable to manage and control the risk and risk response, instead o f  updating documents o f  the 
risk register and risk response.
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Differentiation Strategy for Marketing of Sung Sim Dang Bakery & Latte Art Espresso
Coffee Shop Plan
Scott You, Graduate Student in M aster o f  Science in Project Management 
University of Alaska Anchorage
Selected Knowledge Areas for Project Execution
Selected Knowledge Areas
Introduction
This document is intended to show the mastery of the selected knowledge areas how to be applied and measured of 
those selected knowledge areas to DS Plan during the project execution. The selected knowledge areas are the 
stakeholder management, the time management, and the communication management. The components of the 
selected management plans will be updated and documented consecutively for the course of PM686B. This 
document will be focused on reporting the project status and the project progress, and forecasting when applicable.
To apply and measure the performance of managing stakeholders, this document shows the method of application, 
tools, and the method of measuring the performance:
• Application
• Tools
• Performance Measurement 
Project Stakeholder Management
The project stakeholder management is to identify the people, groups, or organizations that could impact or be 
impacted by the project in order to analyze requirements, expectations, and concerns of relevant stakeholders. All 
stakeholders in stakeholder register have been identified and are prepared to get feedbacks with stakeholders for 
updating those stakeholders’ requirement. In this document, the stakeholder management plan will focus on 
monitoring any changes of the stakeholder’s requirements, relationships, engagements and congruencies.
Application
In order to apply the knowledge of stakeholder management, the project manager will conduct following steps:
• Review all identified key stakeholders with their requirements and priorities through the stakeholder 
register and the requirement traceability matrix (RTM).
• Develop and assess the engagement of stakeholders by creating stakeholder engagement profile that 
includes the current level of support and receptiveness.
• Monitor and update any changes of the stakeholders’ attitudes.
Tools for Stakeholder Management
Following tools are used for management stakeholders:
• Stakeholder Register
• Requirement Traceability Matrix (RTM)
• Stakeholder Engagement Profile
Performance Measurement
Following steps are the processes of measuring the performance in the project stakeholder management:
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• Review the current stakeholder register and assess any changes in stakeholders’ priorities with their 
requirements.
• Review and updated stakeholder’s engagement profile with current and desired or targeted level of support 
and receptiveness.
• Document any feedbacks of all stakeholders for improvement of stakeholder management.
1) PPM#1 Application and Performance Measurement
• The stakeholders and stakeholders’ priorities are still same, but the changes in the project scope are 
expected, so the project manager needs to check out and be updated continuously for their priorities and 
their requirements.
• Stakeholders’ support and receptiveness are measured and their engagement needs to be escalated as much 
as the project manager expects:
No. List
C u rren t
Support
C u rren t
R eceptlvenes
O ptim al
Support
Optim al
R ereptiu en ess
I Scott You 5 5 5 5
2 Seong Dae Kim 5 4 5 5
3 LuAnn Piccard 4 3 4 4
4 Roger Hull 4 3 4 4
5 E.J. 5 5 5 5
6 IRB Board (UA A) 3 3 3 3
Exhibit 1 -  The Level of Support and Receptiveness of Stakeholders (as of2/6/2015, PPM#1)
Build Engagement Matrix
5 X X X X ©4 X X X X X
3 X X X X
2 X X X X X
1 X X X X X
1 2 3 4 5
Reeeptiveness 
Scott You
a 5 5 5 X X X X >
X X X X X o 4 e  4 o  4 X X X X XX X X X X a  ia. 3 X X X X CX r.Q. 3 X X X X a.Q, 3 X X X X X
\ X X X X e/i 2 X X X X OT 2 X X X X M 2 X X X X X
X X X X X 1 X -\ X X 1 X X X X 1 X X X X X
1 2 3 •1 5 1 2 3 4 5 1 2 i 4 5 1 2 3 4 5
Reeeptiveness 
Scong Doe Kim
Reeeptiveness 
LuAnn Piccard
Reeeptiveness 
Roger Hull
Receptiveness
EJ.
X X V
X X X
X X X
1 2 3 4 5
Receptiveness
IRB Board
< 0 : Targeted Support and Receptiveness >
Exhibit 2 -  Stakeholder Engagement Matrix (as of 2/6/2015, PPM#1)
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• The project manager agreed with changes of the project scope upon the project advisor and committee 
members. The stakeholder list will be updated to reflect any missed stakeholders by changing management 
process.
2) PPM#2 Application and Performance Measurement
• The stake holders’ priorities are still same but the requirements of stakeholder have been updated. Also, 
additional stakeholders are identified; that are competitors and a Korean franchise bakery (as a contractor in 
the SL plan) for the new business. By newly identified stakeholders’ requirements, this project has been 
appropriately updated in the project scope, schedule, risk, and communication managements. The changes 
of stakeholder register and the stakeholders’ requirements are indicated as follows:
SixAcHoldfr Rfg(»Ur
_ Mrnrifirotion Information
S i o i c h o l d c i
N o ,
N a n e O r g a n iz a t i o n I \ > s i t i o n /T i t l e L o c a t io n R o le C o n t a c t  b i f o n r a t i o n
External
Su.kfbdi*m
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8 S t a r b u c k s S t a r b u c k s C o i t p c t i t o r  ( c o f f e e ) A n c h o r a g e T h e y  a r c  e x p e c t e d  p o t e n t i a l  c o r r p c t i t o r s  o f  c o f f e e  s h o p  b u s i n e s s  i n  i h e  p r o j e c t p h o n c ; l - 8 0 0 - 7 B 2 - 7 2 8 2
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( c o f f e e )
L o c a l  V e n d o r s  
( c o f f e e )
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12
L o c a l  V e n d o r e  
( b a k e r y )
L o c a l  V e n d o r s  
( b a k e r y )
C o n p e t i t o r  ( b a k e r y ) A n c h o r a g e T h e y  a r e  e x p e c t e d  p o t e n t i a l  c o r r p e t i t o r s  o f  b a k e r y  b u s i n e s s  in  t h e  p r o j e c t N A
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S u n g  S in t  D a n g  
B a k e r y
S u n g  S i m  D a n g  
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S o u t h
K o r e a
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Exhibit 3 -  Stakeholder Register (Part 1)
A i v c u m m l  I n  f o r m a t*  o n  ( r t i p i i r r n i r n f i  A  c i p m i t l n n r l
N o
M a j o r  r e q u i r e m e n ts M e a s u r e s  o f  S u c c e s s E x e c r a t i o n s P r im a r y  C o n c e r n s O t h e r  h e lp f u l  in fo
E x t e r n a l
S t a k e h o l d e r !
7 N A  ( o n ly  r e g a rd e d  a s  t w n i p k i t t o r ) N A  ( o n ly  r e g a rd e d  a s  c o m p le l i t o r ) F a i lu r e  o f  D S  p l a n S u c o x t  o f D S p b n P o t e n t i a l  C o m p e t i t o r
8 N  A  ( o n ly  K g u d c d  o s  c o m p  k t  it o r ) N A  (o n ly  r q p u d u i  a s  c o m p lc t r t o r ) F a i lu r e  o f  D S  p l a n S u c c e s s  o f  D S  p la n P o t e n t i a l  C o m p e t i t o r
9 N A  ( o n ly  ru y ju ik d  a s c o m p k t i t m ) N A  ( o n ly  r c p i r d o d  m  c o m p  le t n o t ) F a i lu r e  o f  D S  p la n S u c c e s s  o f  D S  p la n P o t e n t i a l  C o m p e t i t o r
10 N A  (o n ly  r c g i r d c d  a s  c o m p  le t i l o r )
N A  [ o n ly  r e f f i rd c d  m  c o u tp lo tu o r ) F a i lu r e  o f  D S  p l a n S u c c o r s  o f  D S  p l a n P o t e n t i a l  C o m p e t i t o r  
C h i n e s e  o w n e r
I I N A  (o n ly ' re  g i r d e d  a s  c o m p le l i t o r )
N A  ( o n ly  r e g a rd e d  a s  c o m p e t i t o r ) F a i lu r e  o f  D S  p l a n S u c c e s s  o f  f> S  p  fan P o t e n t i a l  C o m p e t x w  
K o re a n  i n t a c t
12 N A  ( o n ly  r e g a rd e d  a s  c o m p le l i t o r ) N A  ( o n ly  r e g a rd e d  a s  c o i n p l e t u o r ) f a i l u r e  o f  P S  p l a n S u c c e s s  o f  D S ’ p l a n P o t e n t i a l  C o m p c t r to r
13 M a r k e t i n g  s t r a t e g y  f o r  D S  p l a n
E x c h a n g e s  a p p r o p r i a t e  d a t a  o f  m a r k e t  r e s e a r c h S u c c c a s fo l  o p e n in g  o f  n e w  b u s u n s x D e la y  o f c a m n n in i c a i io o P r im a r y  c o n t r a c t o r  
( b a k e r y ) i n  S L p l a t
Exhibit 4 -  Stakeholder Register (Part 2)
C lassifica tion  (re la tio n sh ip  and ab ility  to  im pact project)
Stakeholder
No.
Classification 
(Powcr/I merest. 
High, Medium, 
L<tw|
Impact (Manag:
closely, Keep 
satisfied, Keep 
informed, monitored)
Priority
(1-5:1 = L ,2-4  
= M, 5 = H)
Current 
Level of 
Support
Desired level 
of support
Current Level of 
Reeeptiveness
Desired level of 
Reeeptiveness
Urgpncy
Value Action
E xternal
S tak e h o ld ers
7 IA. Monitored 1 3 3 1 1 VI A1
8 L/l. Monitored 1 3 3 i I VI A)
9 LVL Monitored 1 3 3 i i VI A t
10 IA. Monitored 1 3 3 l t VI A 1
11 L/L Monitored 2 1 i l 1 VI A1
12 IA. Monitored 1 3 3 i i VI Al
13 L/H Keep Informed 3 4 4 4 4 V3 A2
Exhibit 5 -  Stakeholder Register (Part 3)
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KequircmoH
No.
Smtito(5uijbsldo 
fiurr, Rriotocc
llistinctit cii' >
Mulirladdrf
V jfftta
R cfnuu
1 (opt install IJuvaTfiimi
16'iftirnncril• 1
duunen,
lltraiknreL 
K>tlUtcry . oU )
Priorily
WDS Work 
Package 
Ret ncncc
,'Vceptujvc em a il Validationmethod
kid. Rrgtim 
Kdmnai
Key IX-paidaicies. Imports, 
Coast rain Is °"nCT
3 PPMs
Course ddivcrablcs (PPMs and PMP) for 
PM686A and PM686B, continuous 
reports for Ihe status and the progress, 
Inform! Ion about potential competitors, 
Just illation of place
Fund krai II AU
f/ompWnon of course 
deliverable* for PM686A 
and PM686B
Continuous
feedback
AH
Late submission or omission 
for course deliverables
Vnll Y«nl
7 KhUL BnHllen
Kaladi
Brothers
NA (only regarded as armplelilor)
NA (only 
UMurletilor)
u 1.3.1 2 1 2
NA (only regarded as 
oompkiitor) NA
1 3 1 2 1 2 . 
1 3.1.2 2 2 NA
Send You
8 Starbucks Starbucks NA (only ngtrded as annpletilor)
NA (only 
receded as 
co mi let it or)
L 1 3 1 2 1 2
NA (only regarded as 
comp let i lor) NA
13 12 12, 
1.3.1.22 3 NA
foolt You
9 Local Vendors (iso flee)
laical
Vaxiocs
(colTos)
NA (only regarded as comp let ilor)
NA (only 
traded as 
comolHiiwl
L 1 3 1 2 1 2
NA (only regirded as 
CDinpIclilor) NA
1 3.1 21 2, 
1,3 1224 NA
Sa il Y* u
10 Charlie's Bakery
Charlie’s
Baku) NA (only reminded as comp lei il or)
NA (only 
rcjymted as 
oompldilttr)
L 1 3 1 2 1 2
NA (only regtrded as 
mn^slctilor) NA
1,3 1-212, 
1.3.1225 NA
Scott You
IJ Yummy Llakoy
Yimurp
Bakery
NA (only regarded as complelitor)
NA (only 
regarded as 
cc triplet it nr)
L 1 3 1 2 1 2 NA (only regirded as tompklitor) NA
13 l 2 12, 
1,3.1226 NA
Soon You
12
Local Vendors 
(bakery)
I-oonl
Verelors
(bakery!
NA (only regarded as annp letilw)
NA (only 
couplet ii nr)
L 1 3 1 2 1 2
NA (only rcguderi as 
con^>ktilor) NA
m . 2 1 2, 
13.122.7 NA
SccKI V»HI
13
Sung San Dang 
Bakery 1
Sung Sim 
Dung Bakery Marketing strata lor DS plan Business M iJ . i .U 3 : t
Successful
uiiiunujitcaliiHi of market 
resoireh data aid 
inarekt ingt sirs leges
Continuous
feedback 1 3.1 2.2 1
Delay of communal ion 
because of lime difference 
between Soulb Korea and the 
US.
smii Yctt
fniit ilj rritccin______________________________________________________________________________________________________________________________
Stuleltukkm who Imre high power anti IngJi mU'reU lnttc highcu prwnty m RTM. niut ilakctioMcK xttio have Huikcr junt a  tun! Imtci iiiicichI u imn: atyoim n limit > lakclmldm u h ,)h iu  kinti pt^vtr ami It mint uttcntt 
H g p iiK itc n n  nruHkelmklcni who have m ug I c td o f  power mid Imereti It prwriiucd tvlllt impr.1 Ip  schedule lowanl Uu: pmjca_______________________________________________________________________________
Exhibit 6 -  Requirement Traceability Matrix (RTM)
• The stakeholder’s engagement matrix has been updated overall; that reflects newly identified stakeholders 
and updates of the current and desired levels of support and reeeptiveness to all stakeholders. The project 
committee member, Professor LuAnn Piccard, and other competitors, which are Kaladi Brothers, Starbucks, 
Charlie’s Bakery, Yummy Bakery, Sung Sim Dang Bakery, Local Vendors (bakery), and Local Vendors 
(coffee), are newly updated in their support and their reeeptiveness. This is indicated in Exhibit 7 and 
Exhibit 8 as follows(indicated in the red box):
S ta k e h o ld e r  Engagem ent M a tr ix
S takeh o ld e r L is t C u r r e n t D esired C ii rren t Desire d Com m en ts
No. Nil p |in r  t Su pporl Reeeptiveness Receptive ness
1 Scott You 5 5 5 5 Project M anager
2 Scoug Dae Kim 5 5 4 5 Project Advisor
3 LuA nn Piccard 4 4 3 5 C om m ittee  m em ber
4 Roger Hull 3 3 3 4 C om m ittee  m em ber
5 E J . 5 5 5 5 Project Sponsor
6 IRB B oard  (UA A) 3 3 3 3 IRB
7 Kaladi B rothers 3 3 1 1 P o ten tia l com petito r
8 Starbucks 3 3 1 1 P oten tia l com petito r
9 Local Vendors (coffee) 3 3 1 1 P o ten tia l com petito r
10 Charlie's Bakery 3 3 1 1 P o ten tia l com petito r
11 Yum m y Bakery 1 3 3 1 P o ten tia l com petito r
12 Local Vendors (bakery) 3 3 1 1 P o ten tia l com p e tito r
13 Sung Sim D ang Bakery 4 4 4 4
Prim ary con traco r in SL 
plan
Exhibit 7 -  The Level of Support and Reeeptiveness of Stakeholders (as of 2/26/2015, PPM#2)
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Tables or Stakeholder Kjigitgemenlx
5 X X X X X4 X X X X X3 X X X X X2 X X X X X1 X X X X X1 2 3 4 5
Reeeptiveness 
Scott You
1 2 3 4 5
Rcocpiivcness
Seong t.)ac K an
I i</> 2 
1
1 2  3 4 5
Reeeptiveness
LuAnn Piccard
1 2  3 4 5
Reeeptiveness
Roper Hull
X X X X i s )
X X X X X
X X X X X
X X X X X
X X X X X1 2  3 4 5
Reeeptiveness
EJ.
Exhibit 8 -  Stakeholder Engagement Matrix (as of 2/26/2015, PPM#2)
• The RTM has been updated to reflect changes of stakeholder’s requirements; that are collected through the 
individual feedbacks from the stakeholders. It is indicated on Exhibit 6 -  Requirement Traceability Matrix 
(RTM).
3) PPM#3 Application and Performance Measurement
• There were no significant changes in the project stakeholders and their requirements.
• There were no significant changes in the stakeholder engagement profile.
• Feedback of the project advisor had been applied to the current project and the processes of this project.
4) PPM#4 Application and Performance Measurement (As of April 10, 2015)
• There were no significant changes in the project stakeholders and their requirements.
• The stakeholder engagement profile was updated. The project advisor’s reeeptiveness and support was 
changed from 5 and 4 points to 5 and 5 points, one committee member’s reeeptiveness and support changes 
from 4 and 3 points to 3 and 4 points, and another committee member’s reeeptiveness and support changes 
from 5 and 4 points to 3 and 4 points. Also, the reeeptiveness and support of the major competitor, Yummy 
bakery, was updated from 2 and 1 points to 1 and 3 points through positive communication.
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Tables of S taketaolder Engagement!
ta
X X X X
X X X X X
X X X X X
X X X X X
X X X X X1 2  3 4 ?
Reeeptiveness
Scott You
543 X X A2 X X XI X X X1 2 3 A 5
X X X X v
X X X X X
X X X X X
X X X X X
X X X X X
5
l  \ §■ 3w 2
1
X \ X'
X X X
X X X
X X X
X X w
X X X
X X X
1 2  3 - 1 5
Reeeptiveness
SeongDae Kim
1 2 3 4 5
Reeeptiveness
LuAnn Piccard
1 2 3 4 5
Rcccpl Ivcucss
Roger Hull
5 4
3 10>. 
2
R lX C p th  01(34
1 2 3 4 5
Reeeptiveness
1 2  3 4 5
Reeeptiveness
5 
A3 /X>
1 2 3 4 5
Reeeptiveness
X X X X ■
X X X X X
X X X X X
X X X X X
X X X X XI 2 3 4 5
Reeeptiveness
A
X
X1 2 3 4 ?
Reeeptiveness
Kaladi Brothers Charlie’s Bakery Yummy Bakery
5 5
4 E 43 :V; i 3
2 X *  2 X
1 \ l X
l 2 3 4 5 1 2 3 4 5
X X X ■
X X X X
X V X X
X X X X
Reeeptiveness R e c e n t i v e n e s s
1 2 3 4 5
R  e r m t i v n i e s Q
Local Vendors 
(coffee)
Local Vendors 
(bakery)
SutigSim Dang 
Bakery
Q Targeted Support and Reeeptiveness >
Exhibit 9 -  Updates of Stakeholder Engagement Matrix (as of 4/10/2015, PPM#4)
• Feedback of the project advisor and other committee members had been updated to the project.
Project Time Management
The project time management is intended to manage the project schedule through the Gantt chart in MS Project. In 
order to complete the project on time as scheduled, the time management will be functioned as one of the most 
important knowledge areas. The project manager set up the project schedule baseline for all required activities and 
recorded to the Gantt chart. The project schedule will be monitored and reported about the project status and the 
project progress, through % complete of duration, rather than physical % complete.
Application
In order to apply the knowledge of time management, the project manager will conduct following steps:
• Review the project schedule through Gantt chart with all required activities and re-identify any missed 
activities.
• Update any changes in project schedule for re-baselining the schedule.
• Compare actual % complete and planned % complete
Tools for Time Management
Following tools are used for managing the project schedule:
• Project Activity List
• Gantt Chart in MS Project
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Performance Measurement
Following steps are methods of measuring performance:
• Assess the durations of all activities and correct any required changes of the existing and newly identified 
activities
•  Document approved changes to the Gantt chart for re-baselining
• Measure the difference of the project schedule between actual % complete and planned % complete, and 
suggest any recommended actions to control DS Plan in a timely manner if necessary.
1) PPM//1 Application and Performance Measurement
• The total duration of DL Plan is 97 days with no changes of the project schedule. But, by the project 
execution, there were several change requests such as setting up buffers and changing the risk register and 
the risk response. As a result, the duration of the activity; conduct marketing mix analysis (4Ps), has been 
updated to March 25,2015. The required buffers were 6 working days.
• Following Ghant chart shows the changes for re-baselining in the project schedule:
IS
19
20 
21 
22 
"23
25
26
a s : T ill r.irr* Duration •Start Finish IK
V Complete
•n
Market Research ft An/ify mo 57 drr,'‘j 122214 471 15 6N
w 1.3.1 Conduct Market Research nod AnalytOB days 12/22/14 3/25/15 m .
•  13 1.1 Colled Martel Research Data 35 days 12122/142/6115 10*4
= 1 *1 1 1 2 Conduct STP Analysis 25 days 12/22/141123/15 JU *
■ •13 13 Conduct SWOT Analysis 20 days 5%
■ ;1 3 1 d Conduct Marketing U« Analysis (4P:23 ettrC .J iZ V  Ifi 385715 > V H
* 1 3 2 Updaie any changes lor market 75 days i. -O T ilJ W U *5s|
research and analysis
* 1 3 3 Develop Marketing Strategy 10 days 4/6/15 4/17/15
Prepare and 9ubmit Marketing Strategy days 4/20/15 4/21/15 o v
■ >14 Complete Projed 0 days 4-2V is  a ?V 1 5
Exhibit 9 -  Required Buffers and Changes in Schedule
• The total planned % complete up to this report date is 55%, including 75% of conducting activities in 
documenting the project management plan (PMP), and 34% for the execution of DL Plan. But, the actual % 
complete of DL Plan is only 10% entirely since delays of collect market data. And, huge changes are 
expected from the feedback from advisory committee. As a result of those request, the project schedule will 
be updated in overall soon.
2) PPM#2 Application and Performance Measurement
• The activities in the section of “market strategy & analysis” have been updated. Additional segmented 
activities are added to the project schedule as follows(indicated in the red box):
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success briers and capabtiil bs
days 3/JO/I5 3/16/15
29 . — 131 2 2 Sefccl sepnenls lobe targeted days 3/17/15 3/18/15
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Exhibit 9 -  New segmented activities in the project schedule
• The Gantt chart in MS Project has been updated with relation to newly segmented activities on Exhibit 9, 
(inside areas with blue square).
• The planned % complete and actual % complete are the same rate of 46% currently, as shown in Exhibit 10.
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Exhibit 10 -  % Complete of the Project Schedule
3) PPM#3 Application and Performance Measurement
• There was no changes in the project schedule and any required activities for the project
• There was no significant changes in the project schedule, so there was no updates for the project schedule
• Actual % complete and planned % complete were the same level of 67%, up to this report date. But, the 
project needs more intensive processes for implementation. Or, there was high probability of being incurred 
any potential risks in the risk register. It may cause schedule changes.
4) PPM#4 Application and Performance Measurement (as of 4-10-2015)
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• There were no changes in the project schedule and any required activities for the project. And, the duration 
of each activity was appropriate and no changes of schedule happened.
• There were no significant changes in the project schedule, so there were no updates for the project schedule. 
The updates of the project schedule are additionally documented and submitted with this document, the 
selected knowledge areas.
• Both actual and planned % complete of this project were the same, 98%. And, the project was expected to 
be completed as planned until the dead line 4/27/2015 by submitting all required documents and 
implementing the oral defense through the presentation. So, it is recommended to focus on completing all 
activities in consideration with risk management until the project completion date.
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The project communication management is intended to manage communication between stakeholders efficiently, 
through a tool, which is the stakeholder communication matrix. The communication matrix has been used to get 
feedbacks as scheduled and intended to exchange information between stakeholders, in order to collect initial 
stakeholders’ requirements as well as any changes of their requirements. Any feedbacks from stakeholders will be 
communicated through the communication matrix appropriately.
Application
In order to apply the knowledge of communication management, the project manager will conduct following steps:
• Review the communication matrix whether the modes are applicable to each stakeholder and the frequency 
of communication is appropriate, and add newly identified stakeholders
• Update any changes of communication matrix
Tools for Risk Management
Following tool is used for managing the project schedule:
• Communication Matrix
• Stakeholder Register
Performance Measurement
Following steps arc methods of measuring performance:
• Assess any changes of stakeholders with their information, as well the mode and the frequency for all 
stakeholders.
• Document any updates of changes in the mode, the frequency to communicate, and the detailed information 
to the communication matrix.
1) PPM#1 Application and Performance Measurement
• There are no significant changes of the form of the communication matrix. The frequency of 
communication for all stakeholders will be updated. There are no changes of stakeholders.
• The project manager received feedbacks from the project advisor to update PMP. As a result, the 
communication matrix will be updated to reflect missed stakeholders. Also, the frequency of the 
communication will be updated soon.
2) PPM#2 Application and Performance Measurement
• There are no changes in the communication matrix with existing stakeholders. But, there are newly 
identified stakeholders in this project; that are competitors.
• Their information have been updated to the communication matrix as follows:
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3) PPM#3 Application and Performance Measurement
• There were no significant changes of stakeholders and their information of communication methods.
• There was no change in the communication matrix.
4) PPM#4 Application and Performance Measurement (be submitted on due date of PPM#4)
• There were no significant changes of stakeholders and their information for communication methods. There 
were no stakeholders identified and no changes of communication were required.
• There were no changes in the communication methods, so that any changes of documenting and updating a 
communication matrix were not required.
Exhibit 11 -  Newly added information in the Stakeholder Communication Matrix
© 2015, Scott You -11 -
Project Management Department, University of Alaska Anchorage
j
DIFFERENTIATION STRATEGY IN MARKETING FOR SUNG 
SIM DANG BAKERY & LATTE ART ESPRESSO COFFEE
SHOP PLAN
PROJECT M AN  A GEMENT PLAN  
PREPARED BY SCOTT YOU
Version
No. Author Date Feedbacks Comnicnl
1.0 ScottYou 1/26/2015 Seong Dae Kira (Primary Advisor) Initial draft
1.1 ScottYou 1/28/2015 Seong Dae Kim (Primary Advisor) Revision of PMP (overall)
1.2 ScottYou 1/30/2015
Seong Dae Kim (Primary Advisor) Revision of Tools and description (overall)
2.0 ScottYou 1/30/2015
Seong Dae Kim (Primary Advisor) Final Revision (for approval)
2.1 ScottYou 2/10/2015
Seong Dae Kim (Primary Advisor) and 
LuAnn Piccard (committee member)
Changes in description (overall), Changes in 
project scope and schedule, Updates of tools 
(overall)
2.2 ScottYou 2/10/2015 Seong Dae Kim (Primary Advisor) Revision of Paper Format to PM1 Standard
2.3 ScottYou 4/20/2015 Seong Dae Kim (Primary Advisor) Final Updates (overall)
Table of Contents
ABSTRACT...................................................................................................................................................................... 1
INTRODUCTION............................................................................................................................................................ 1
STATEMENT OF WORK (SOW).................................................................................................................................. 3
CHANGE MANAGEMENT PLAN................................................................................................................................ 4
SCOPE MANAGEMENT PLAN.................................................................................................................................... 6
SCHEDULE MANAGEMENT PLAN............................................................................................................................ 6
COMMUNICATION MANAGEMENT PLAN..............................................................................................................9
RISK MANAGEMENT PLAN...................................................................................................................................... 10
STAKEHOLDER MANAGEMENT PLAN................................................................................................................. 11
APPENDIX......................................................................................................................................................................13
Appendix A Change Request Form and Change Log Form.....................................................................................13
Appendix B. Work Breakdown Structure (WBS) and WBS Dictionary................................................................. 15
Appendix C. Project Activity List and Three-Point Estimation Matrix.................................................................. 17
Appendix D. Risk Register and Risk Response....................................................................................................... 19
Appendix E. Stakeholder Register, Requirement Traceability Matrix (RTM), Stakeholer Power/Interest Grid, and 
Stakeholder Engagement Matrix.............................................................................................................................. 22
Differentiation Strategy for Marketing of Sung Sim Dang Bakery & Latte Art
Espresso Coffee Shop Plan
Scott You, Graduate Student in Master o f Science in Project Management 
University o f Alaska Anchorage
Abstract
This Differentiation Strategy for Marketing of Sung Sim Dang Bakery & Latte Art Espresso Coffee Shop Plan (DS 
Plan) is a proposal of a differentiation strategy in marketing by analyzing Anchorage market condition to verify the 
feasibility of the success for the Sung Sim Dang bakery & Latte Art Coffee Shop plan (SL plan), to launch a new 
business in Anchorage, AK. The market research and analysis in the DS plan is based on the data and information of 
Anchorage market condition up to past five years. By using a result of market research and analysis in the DS plan, a 
marketing strategy will be proposed for the SL plan, after reflecting Anchorage market condition. And, a marketing 
strategy will be compared with other marketing analyses of Korea franchise bakeries; they have been operated in the 
U.S. For developing a marketing strategy, two tools in this DS plan will be used to analyze data and information 
collected by the market research and analysis, to understand the current anchorage market condition; they are the 
segmenting, targeting, and positioning (STP) analysis, and the marketing mix analysis with product, price, place, 
and promotion (4Ps). Finally, a marketing strategy based on those analyses will be documented and delivered to the 
project sponsor to assist the project sponsor with making a decision whether to implement the SL Project.
Introduction
The Sung Sim Dang bakery & Latte Art plan (SL plan) has been proposed to launch a new business in Anchorage, 
AK, and introduced the business background, the type, and the project execution plan with the project management 
plan (PMP). The SL plan has shown the information about the composition of a new business: including a Korean 
franchise bakery and a local latte espresso coffee shop. This proposal of a new type business has been intended for 
introducing the brand new and high quality of breads at low costs and coffee with a culinary arty for the customer’s 
fun. The SL plan’s concept is “Enjoy More and Pay A Little.” It’s because a new introduction of Korean franchised 
bakery to current local market can inspire new taste to the people. Also, providing Korean franchise breads through 
the SL plan can provide an opportunity to enjoy familiar tastes of hometown breads to the local Korean-American 
who immigrated from South Korea.
For the success of the SL plan, this DS plan is prepared for developing a marketing strategy. The objective of the 
project is to show the feasibility of the new business by developing a differentiation strategy in marketing. Through 
market researches and market analyses, a newly proposed marketing strategy will include the data of Anchorage 
market for up to past five years. Also, this project will compare the analyses with other marketing analyses of Korea 
franchise bakeries, which have had Korean franchise bakeries in the U.S.
This project selects two tools to understand the current anchorage market and help the project sponsor making a 
decision whether to implement the SL plan, and a new business as a result. The selected tools are the segmenting, 
targeting, and positioning (STP) analysis, and the marketing mix analysis with product, price, place, and promotion 
(4ps). These tools will provide information and data to develop and document a differentiation strategy in marketing, 
which is based on those analyses for the successful execution of the SL plan.
The STP analysis will include three steps; they are segmenting, targeting, and positioning. Each step of the STP 
analysis has subsidiary steps as follows. First step is segmenting markets by potential customers, researching 
competitors, and determining business customers. Second step is determining business owner’s capability and 
business key success factors, researching competitors’ capabilities, and selecting segments to be targeted. Third step 
is identifying differential segments’ benefits, and developing positioning concept of a business. And, the marketing 
mix analysis (4Ps) will includes two steps; they are reviewing the product, price, place, and promotion (4Ps) in the 
SL plan, also examining and proposing the appropriate product, price, place, and promotion by analyzing data and 
information for 4Ps.
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This PMP includes subsidiary management plans to manage this project. The subsidiary management plans included 
are the change, scope, schedule, communication, risk, and stakeholder management plans. Other subsidiary plans 
such as cost, quality, human resources, and procurement management plans, are excluded since they are not 
applicable to this project.
Statement of Work (SOW)
Description of Scope
This DS plan is to propose a differentiation strategy in marketing for the SL plan, including the execution plan of a 
new business, by analyzing Anchorage market to show the feasibility of a new business in Anchorage, AK. The 
project manager will conduct market researches to collect data and information about Anchorage market conditions 
for up to past five years. Those collected data and information will be analyzed by two analytic tools; they are the 
segmenting, targeting, and positioning (STP) analysis, and the marketing mix analysis with product, price, place, 
and promotion (4Ps). The project manager will segment markets by potential customers, research competitors’ 
customers, and determining business customers. As following of segmenting the markets, the project manager will 
assess and define new business’ key success factors with competitors’ capabilities for those success factors, and 
select segments to be targeted. The project manager will determine positioning of a new business by identifying 
differential segments’ benefits and developing positioning concept of a business. Also, the project manager will 
review and examine the products, prices, places, and promotions (4Ps) in the SL plan, and propose new 4Ps for the 
DS plan. These analyses, as results of two selected tools, will be used for developing a differentiation strategy in 
marketing for the DS plan. This newly developed marketing strategy will be compared with other marketing 
analyses of a selected Korean franchise bakery operating m me u.o.
Deliverables
The project deliverable in the DS plan will be a marketing strategy, based on data and information collected from 
the STP analysis and the marketing mix analysis (4Ps); a marketing strategy will be completed and delivered to the 
project sponsor at the end of the DS plan.
Milestones
The project milestones in the DS plan will be points of completion dates of the STP analysis, the marketing mix 
analysis (4Ps), and the marketing strategy. Also, the last day of the DS plan will be the milestone, as follows:
Milestone Deliverable Date
Phase 1: Completion of STP analysis
The STP analysis will be completed. As a result of the STP 
analysis, the analyzed data and information will be provided 
for developing a marketing strategy
3/23/2015
Phase 2: Completion of Marketing Mix 
Analysis (4ps)
The marketing mix analysis (4ps) will be completed. As a 
result of the marketing mix analysis (4ps), the analyzed data 
and information will be provided for developing a marketing 
strategy
4/3/2015
Phase 3: Completion of Marketing Strategy
Based on the set of the STP analysis and the marketing mix 
analysis (4Ps), a marketing strategy will be documented and 
submitted
4/21/2015
Phase 4: Completion of DS Plan The DS Plan will be completed 4/29/2015
Exhibit 1 -  Project Milestones
Assumptions
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The project assumptions, in the DS plan, are factors to be considered to be true. These assumptions will not be 
verified during planning and executing this project, but will only be regarded as factors to be considered for 
identifying any potential risks in the project management plan:
• The necessary data and information for developing marketing strategy is available in Alaska.
• The selected Korean franchise bakery, operating in the U.S, in the SL plan will provide information of their 
Korean Franchise Bakeries and current marketing strategies at least partially.
• The project manager is available to work for this project; the workable days and times are Monday through 
Friday for 5 days in a week, and 8 hours in a day. The project manager will also do overtime for completing 
delayed tasks for all activities when necessary.
• The project manager will work on national holidays, which is considered as workable days.
• The SL plan is assessable to review and update any changes for corrections by the project manager.
• The time value of money will not be considered for analyzing the STP analysis and the marketing mix 
analysis (4Ps).
• Feedbacks of stakeholders in the DS plan will be provided within 2 workable days in a week by the project 
manager’s requests.
• The higher income earners show high consumption patterns and attitudes for goods and services in 
Anchorage.
• Economic changes in Anchorage will be estimated by the consumer price index (CPI).
Constraints
In the DS plan, the schedule and location are the limited factors that affect planning and executing. To complete this 
project, the duration is 102 workable days; it is from December 12, 2014 to April 29, 2015. The location of a new 
business is only available in Anchorage, AK.
Limits and Exclusions
The DS plan cannot guarantee the successful operation of a new business consistently after three years, which is set 
up in the SL. Rather, the DS plan expects that the SL plan will be feasible to operate a new business at least for three 
years as planned in the SL plan. The cost estimation of this project is out of the scope since the SL plan includes the 
capita] management plan in which the required costs were described during the period of executing the SL plan.
Project Acceptance Criteria
The project sponsor will accept a proposal when this project appropriately reflects the current Anchorage market 
condition and provides a marketing strategy developed by the selected market analyses.
Change Management Plan
Performance o f Change Management
The project manager will use the change management process for managing and controlling any proposed changes 
to approve and document in the PMP during executing phase in the DS plan. For the process of managing the 
incurred changes in the DS plan, the project manager will use a change request form and a change log form, as 
shown in Appendix A. By the change control process, the project manager will update and re-baseline for any 
changes to related subsidiary management plans in this PMP. The project manager will review any incurred change 
requests, log any change requests, and assess and categorize any change requests appropriately by using the change 
request form and the change log form. Only, the change requests, which are approved by the project manager, will 
be applied to the PMP within a day. If the change requests are deferred or rejected, one additional day will be 
assigned for verifying the appropriateness of the change requests. And, the project manager v, ;ll make a daaiaiar. to 
approve or reject those deferred change requests. Any approved change requests will be released to the stakeholders 
within a week after completing those required changes in the PMP, or released by requests of appropriate 
stakeholders. The project manager will implement steps as follows:
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Step Description
Generate Submit change requests to the project manager
Log Log the change requests to the change log file
Assess and 
Categorize
Assess and categorize any change requests by tracking any matters and/or issues incurred, and make a 
decision for approval. Then, document any change request forms appropriately.
Release Release the approved change requests for the revision of project baselines and relevant subsidiary 
plans as planned in communication management matrix.
Exhibit 2 -  Steps of Change Management 
Documents of Change Request and Change Log
To record the incurred changes during the period of executing this project, the project manager will use a change 
request form and a change log form as follows:
• Change Request Form: it provides detailed information of a change request to document for each change 
request. The change request form is available in Appendix A. 1 and includes elements and descriptions as 
follows:
Element Description
Pro ject Title Applicable Project
Date Prepared The date the change request (mm/dd/vyvy)
Submitter A nqmt* rtf thf* npfenn cnrrcypctirtrr fVta r'btifirrp rpmipet
Chang Number Required Suggestion number; started with CR and applicable numbers(e.g., 001,002,003)
Category of Change One section in five subsidiary knowledge areas (scope, schedule, communication, risk, and stakeholder), and document, and others
Description of Proposed Change Description of the desired change
Justification of change request Description of justification for change request
Impacts or Benefits of Changes Description of impacts or benefits to subsidiary plans and/or applicable areas
Project Documents frequired) Describe required documents to be updated by change requests
Comments (optional) Describe optional comments to help understanding change requests
Justification (recommendation) Describe justification why to be implemented of change requests
Authorization Authorized personal to make a decision for following actions after incurred of change requests.
Authorized Date Authorized date by authorized personal; can be various after signing off by the authorized personal
Exhibit 3 -  Description of Change Request Form
• Chang Log Form: it provides the summarized information of any incurred change requests during
execution phase of this project. The change log form is available in Appendix A. 2 and includes elements 
and descriptions as follows:
Element Description
Project Title A brief description of the applicable project
Date Prepared The date the change log; identical date with change request date.
Change ID Chang ID number, started with CL and applicable number (e.g.. 001,002.003)
Category of Change One section in five subsidiary' knowledge areas (scope, schedule, communication, risk, and stakeholder), and document, and others
Description of Change Brief summary of change requested
Submitter Name of the person suggesting the change request.
Submission Date Submitted date of change requests
Disposition Decision to approve, defer, or reject by authorized personal
Priority Level High
If implementing requested changes will highly affect and/or need to be immediately 
implemented to this project, assign to a high priority change request.
Medium If implementing requested changes will moderately affect and/or need to be
©2015, Scott You
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moderately implemented to this project, assign to a medium priority change request.
Low If implementing requested changes will not affect and/or need not to be implemented in immediate or moderate to this project, assign to a low priority change request.
Exhibit 4 -  Description of Change Control Form
Scope Management Plan
Performance o f Scope Management
The project scope in the DS plan is to propose a differentiation strategy in marketing for the SL plan by analyzing 
Anchorage market to show the feasibility of a new business in Anchorage, AK. The project manager will implement 
market researches to collect data and information about Anchorage market conditions for up to past five years. The 
project manager will identify all required activities, which provide necessary data and information for preparing for 
the statement of work (SOW). The project manager will use tools; that are work breakdown structure (WBS) as 
shown in Appendix B. 1, WBS Dictionary as shown in Appendix B. 2, and requirement traceability matrix (RTM) 
as shown in Appendix E.2. By the proposed SOW and the selected scope management tools, the project manager 
will define and document the project scope and also update any scope changes through the change management 
process, by updating related documents appropriately during the execution phase of the DS plan. When changes in 
the project scope are inevitable to complete the DS plan, meetings between the project manager and the project 
sponsor will be followed up within two days after any change requests incurred. Any approved changes of the 
project scopes will be managed by the project manager through the change management process for re-baselining. 
The project manager will use following steps to re-baseline the scope:
• Review the previous collected requirements of stakeholders to verify the suitability of change requests by 
comparing incurred and approved scope changes with the existing scope.
■ Update any approved scope changes to the scope statement and the related subsidiary management plans.
• Change SOW and the final project charter as well as any related pertinent details in other subsidiary 
management plans.
For executing this project, the project manager conducts required activities as described in the WBS. The project 
manager will implement market research and analysis by using selected analytic tools: the STP analysis and the 
marketing mix analysis (4Ps), during the execution phase of the DS plan. When implementing the steps of the STP 
analysis; that are segmenting, targeting, and positioning, and reviewing and re-proposing 4Ps for the marketing mix 
analysis, during the execution phase of the DS plan, the project manager will also manage any changes of the project 
scope by using the change management process.
Tools
The WBS and the WBS dictionary show all required activities to be implemented through this project until 
completion of the DS plan. The project manager will use the WBS and the WBS dictionary, which are available in 
Appendix B, for tracking and managing all activities throughout the project life cycle:
• WBS: it shows relations between activities in a chart and includes all required activities to be implemented 
in sequential, in order to manage each activity for completing this project.
• WBS Dictionary: it provides detailed information for each activity to be implemented in sequential, and is 
used for managing detailed scheduling information and relations between all activities. It includes the task 
number, the WBS number, the task name, the duration, the starting and finishing dates, the predecessors, 
the successors, the resource names, and owner for activities.
Schedule Management Plan
Performance o f Schedule Management
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The project manager will use Gantt chart in MS Project to develop and manage the project schedule, which is 
including all identified activities with any helpful information to implement each activity through the DS plan. The 
project manager will update the existing project schedule for re-baselining through the change management process 
when any approved changes in the project schedule are required. The re-baselining of the schedule may lead 
additional changes to other subsidiary plans. The project manager will also update the related subsidiary 
management plans appropriately. The project manager will implement updates to manage the project schedule as 
following steps:
• Re-define and sequence all of the activities to be performed throughout the project life cycle
• Examine the required activity resources and re-estimate the activity duration for all activities.
• Make changes in Gantt chart in MS Project to update the project schedule changes through the change 
management process for re-baselining the project schedule.
Tools
The project manager will use selected tools for providing details of information necessary for managing the project 
schedule through the project life cycle. The selected tools will provide the relations between activities and the 
performance dates of all activities. The selected tools for managing project schedule are as follows:
• Project Activity List: it is used for managing scheduling of all activities. So, it includes all activities that 
are required during the execution phase of the DS plan, except for the section of “prepare and submit 
course deliverables,” which is intended to show the status of outcomes of the course deliverables. And, the 
section of “update market research and analysis” reflects any updates and revisions for developing a market 
research and market analyses. It is available in Appendix C. 1, and includes all required activities with the 
task number, the WBS, the task name, and the duration; those also are described in Gantt chart by the order 
of the date consecutively.
• MS Project with Gantt Chart: it shows the main stream of the project activities in sequential when those 
activities are implemented. It is used for tracking and managing the project schedule during the execution 
phase of the DS plan and checking the extent of completion of the project by using % complete of the 
project duration. It includes the task number (ID), the task name, the duration, the starting and finishing 
dates, the sequence, the resource, and additional note.
ID i TaWBS
| ;M
fi '
'Task Name ^Duration ;Slait F^inish
tw Kt '14 , 
W 1
lOec / .  14 ! Dec 20.
. E..I S. ! 5 j M .
'14. ! Jan 18.115
T_ l.W . ‘__T_JL -F
Teh R '15. Marl ‘15
.L .S J .S .I  M..t .T. ..W .
Mar 22.;i5
! . t .  1 F ..5
lAorl?. T5 i
, s . j .m  ; .x
l m  1 OlfTtivniUll iu Mratijp In Marketing i f  Sung.Sim Ding 102 days 1 - - n i
Bakery & Latte Art Eipresso Coffee Shop Plsn (DS Plan)
2 . 1 1 Start Project 0 days 12/R/ll iJfll/M *  “ ZB
1 „  1.1 PM 97 thys I2/H/I4 4/11/1* f — ---------------- 1 0%
4 • .1 1 1 Review SL Plan 5 days IUVM 12/11/14 *  0%
S .  1 12 Document project abstract 5 day s 1*13/14 12fP"‘14 ”  0%
Ci . . m Update project abstract SO days 12/12714 4/| (VIS T -  —____ 0%
7 m 1.U Document Pm jet 1 Management Hm 95 iby » 12/15/14 4/10/15 1--------------------- 1 0%
a . 1 1 4  1 Document Subsidiary Project Pfans 25 days 12/15/14 I/1W15 0%
9 .  1 2 . 0 Document ChaifleControlMara&nHnl Plan 25 days 12/15/14 1/16/15
▼ 0%
10 •  1 >4.3 Update PM Chang.-* by Change Control Process 60 days 1/19/15 4/10/15 T
11 • u s Prepare and Submit Course Deliverables 63 dayi 1/23/15 4/21/1S 1----------- --------- 1 0%
12 . 1 1 3  1 Prepare and Submit PPM41 10 days 1/23/15 2/5/15 0%
13 .  I.2JJ Prqiwc ™*1 Sibmit PPM #2 15 day s 2/9/15 2/27/15 0%
14 - . 1  >33 Ptcpac ami ttihmil PPM S3 15 days 3/2/15 3/2Q/15 * 0%
15 PtqiMc and Submit PPM#4 IS days 3/23/15 4/10/15 0%
16 -•1 .25 .S Conduct Fatal Oral Defenses 2 days 4/13/15 4/14/15 0%
17 •  U 5 A Submit Final Deliverable; 5 day s 4/15/15 4/21/15 im
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W T : F • s  ; S M T . w  T F
'Feb 8.'15 Mar 1 .15  !Mar22.:i5 'A orU 'lS  
S S M T W T F S S M
Mav 3 
w
«rl.J MarketResearch & Analysis fcidaia IOVIS 401/15 1 0%
Conckjct Market Rerearrii anil Analysii 51 days 1/23/15 4/3/15 1----------- — T 0%
i w IX U Co lied Market Research Data 41 days 1/23/15 3/2Q05 0%
w 'J J J ConducL segmenting, largdmg. and positioning (ST P) A23 days 2/19/15 3/23/15 1--------------------------- 1 %
13,1,2.1 Segment market! 13 day. 2/19/15 3/9/15 i--------------- 1| » *
. 1 * 1 2 1 SegmcnL market shy aislomes'at tributes fldays 2/19/15 3/2/15 (Mj
_  111.2 1 Research competitors’ customers 6 days 2/27/15 3/6/15 ¥
. . • * m Determine business custtouters 3 days 3/3/1 3/9/15 ■ 4 0%
.1 X 1 X 2 Determine targeted segments H iky i 3/5VI5 3/ia»i5 r 1 — i  o *
- . i m i Assess and define new business' key success lad'2 da) s 3/9/15 3/10/15 ' 0%
S . t v i . u Research competitors' key success factors and ca)5 days 3/10/15 3/16/15 w  0 *
. 1 3 1 2 2 Select scgncnls to be targeted 2 day s 3/17/15 3/18/15 "  0%
.  1.11.23 Determine portioning of a buiiaesi 5 dayi 3/17/15 3/23/15 r - i %
U  if, 1-3 123 Identify driTc-raitsd segments' benefits 2 day s 3/17/15 3/18/15 0%
1 3 1 2 3 Develop positioning concept of b business 3 day s 3/19/15 3/23/15 0%
» 'i  a 1 3 Coreltid MarkdingMix Analysis forProdud, Pnee 5 dot s 3/30/15 4/3/15 n 0%
Pta*. aid Promo! km (4Ps)
j* 1.3.1.31 Determine products Sclavs 3/30/15 4/3/15 H 0%
**13 131 Review products in SL Plan 1 day 3/30/15 3/30/15 ' 0 t
1 j * l  313  1 Kwniine and propose produds -1 days 3/31/15 4/3/15 S . 0%
*<1.3.1.3.2 Determine price i of proikids 5 days 3/30/15 4/J/15 n 0%
^ j f U I  32 Review prices in Sfl, Plsi 1 day 3/30/15 3/30/15 ° ‘
hi 1.3,1.3 2 Examine and propose prices of prod ue is 4 days 3/31/15 4/3/15 0%
irt 1.3 I.X3 Determine placet of new builnen 5 days 3/30/15 A n n s n 0 *
w  1.3 133 Review selected locations m SI. Plan 1 day 3/30/15 3/30/15 0 ‘
op 1 3 1 3 3 Examine and propose local ions •1 day s 3/31/15 4/3/15 - 0%
Mr 1,3.1,3.4 5 day* 3/30/15 4/3/15 n l 0%
M 13-13 4 Review promotunal events in SL Plan 1 day 3/30/15 3/30/15 » i
W 1313*1 llxanineand propose promot ional events •1 day s 3/31/15 4/3/15 > 0%
- ^ I J X Update chunks in market research and analysis SO day s 1/26/15 4/3/15 * 0%
* ,1 3 3 Develop and doonnnii Market mg Strategy 10 days 4/6/15 4/17/15 0%
Prepare and Submit Marketing Strategy 2 day s 4/20/15 4/21/15 "  0%
Complete Project 0 clays 4/29/15 4/29/15 4 /2 9
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• Three-Point Estimation Matrix: it is used for estimating the possible durations in the view points of the 
pessimistic, the optimistic, and the most likely, in order to show the feasibility of completing the project 
within the estimated durations of the project, and to reflect the potential impacts of incurred risks in 
negative and positive when available. The impacts of the incurred risks should be below the risk threshold 
to complete this project. This tool includes the task number, the WBS, the activity, the pessimistic duration, 
the most likely duration, the optimistic duration, and the expected duration. The three-point estimation for 
each activity is available in Appendix C. 2.
Communication Management Plan 
Performance of Communication Management
For the successful completion of the DS plan, identifying stakeholders and getting feedbacks through 
communications with all stakeholders are essential processes throughout the life cycle of this project. The project 
manager will use a tool; that is the stakeholder communication matrix, to manage the communications between the 
project manager and the stakeholders, and also get feedbacks from all necessary stakeholders to reflect stakeholders’ 
requirements and requests to the DS plan. In order to manage stakeholders’ requirements and feed backs, the project 
manager will set up modes, which are methods to keep in touch with all necessary stakeholders continuously until 
.... „i DS plan. The project manager will also set up frequencies of contacting all stakeholders in
order to collect any changes of their requirements, data, and information from them periodically and continuously. 
The frequencies of contacting stakeholders will be every day, a week, a bi-week, or by requests. And, the project 
manager will decide the extent of detailed information, to be provided to each stakeholder; however, any changes of 
stakeholders that may affect significantly to the DS plan should be delivered to the project manager directly, within 
two days after incurred. As responses of those stakeholders’ requests, the project manager will update any changes 
in communication matrix within two day after reflecting any changes in other subsidiary management plans in the 
DS plan.
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Tools
The project manager will use a tool; that is the communication matrix. Any other additional tools may be added to 
reflect stakeholders’ feedbacks efficiently when necessary. The stakeholder communication matrix is as follows:
• Stakeholder Communication Matrix: it will be used for managing stakeholder’s communications to
collect feedbacks and responses from all stakeholders in the DS plan. Any updates in contact information of 
all stakeholders will be updated within two days. The stakeholder communication matrix includes the name, 
the organization, the position/title, the location, the role, the contact information: address, phone number, 
and emails, the mode; that includes meetings, emails, phones, and faxes, the frequency; that is every day, a 
week, bi-week, or by requests, and the level of details of information; that is a whole document or a 
summary of the DS plan and/or the PMP.
S t a k e h o l d e r
N o
N a m e O r j p i i z a t i o n P o s i t i o n / T i t l e L o c a t i o n R o l e C o n t a c t  I n f o r m a i o n M o d e F r e q  u a i c y L e v e l  o f  d e t a i l
I n t e r n a l
S l a k e l i o l d r r *
1 S c o t t  Y o u
P r o j e c t
M a n a g e
P r o j e c t  M a n a g e A n c h o r a g e
L e a d  a l l  p r o j e c t  p r o c e s s e s  t h r o u g h  t h e  p r o j e c t  
l i f e  c y c l e  o f  S S D  &  L A  P r o j e c t  f r o m  i n i t i a t i n g  
p l a n n i n g  e x e c u t i n g ,  c o n t r o l l i n g  a n d  m o n i t o r i n g ,  
a n d  c l o s i n g
p  h o n e : 9 0 7 - 6 0 2 - 9 6 1 1, 
e m a i l :
c w y o u  a k @ g rn a i l  c o m
M e e t i n g
E m a i l ,
P h o n e ,
F a x
D a i ly A l l
i n f o r m a t i o n
2
S e o n g  
D a e  K i m
U A A
A d v i s o r  /  A s s i s t a n t  
P r o f e s s o r
A n c h o r a g e
P l a y  a  r o l e  a s  a n  a d v i s o r  ( c a p s t o n e  p r o j e c t )  t o
p r o v i d e  a d v i c e s  f o r  t h e  c o u r s e s  o f  P M  6 8 6 A  
a n d  P M 6 8 6 B ,  c o a c h i n g ,  f e e d b a c k  a n d  
a s s e s s m e n t
p h o n e :  9 0 7 - 7 8 6 - 1 9 2 3 ,  
e m a i l :
r k h  u  1 l @ u a a a l a s k a  e d u
M e e t i n g
E m a i l ,
F a x
W e e k l y ,  b y  
r e q u e s t
C o n t e n t s  in  
c o m m i t t e e  
c o n t r a c t
3
L u A n n
P i c c a r d
U A A
v ^ o i i i iH iu c e  i n e i i i o c i
/ P M  P r o g r a m  
C h a i r  a n d  A s s i s t a n t  
P r o f e s s o r
A n c h o r a g e
P l a y  a  r o l e  a s  a n  c o m m i t t e e  m e m b e r  ( c a p s t o n e  
p r o j e c t )  t o  p r o v i d e  c o a c h i n g ,  f e e d b a c k  a n d  
a s s e s s m e n t  f o r  t h e  c o u r s e s  o f  P M 6 8 6 A  a n d  
P M 6 8 6 B
p  h o n e : 9 0 7 - 7 8 6 - 1 9 1 7 ,  
e m a i l :
t p i c c a r d @ u a a a J a s k a . e d u
M e e t i n g
E m a i l ,
F a x
B y  r e q u e s t C o n t e n t s  in  
c o m m i t t e e  
c o n t r a c t
4
R o g e r
H u l l
U A A
C o m m i t t e e  m e m b e r  
/  A s s i s t a n t  
P r o f e s s o r
A n c h o r a g e
P l a y  a  r o l e  a s  a n  c o m m i t t e e  m e m b e r  ( c a p s t o n e  
p r o j e c t )  t o  p r o v i d e  c o a c h i n g  f e e d b a c k  a n d  
a s s e s s m e n t  f o r t h ©  c o u r s e s  o f P M 6 8 6 A  a n d  
P M 6 8 6 B
p h o n e :  9 0 7 - 7 8 6 - 1 9 2 2 .  
e m a i l :
s d k i m 2 @ u a a a l a s k a e d u
M e e t i n g
E m a i l ,
F a x
B y  r e q u e s t C o n t e n t s  in  
c o m m i t t e e  
c o n t r a c t
5 E J
P r o j e c t
S p o n s o r
P r o j e c t  S p o n s o r A n c h o r a g e
S u p p o r t  p r o j e c t  i n  o r d e r  t o  c o m p l e t e  t h r o u g h  
p r o j e c t  l i f e c y c l e
p h o n e : 9 0 7 - 7 8 2 - 8 6 2 2 M e e t i n g
E m a i l ,
P h o n e ,
F a x
W e e k l y ,  b y  
r e q u e s t
S u m m a r y  o f  
p r o j e c t
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S t a k e h o l d e r
N o
N a m e O f g a r u i tM U x i P o s i t i o n / T i t l e L o c a t i o n R o l e C o n t a c t  I n f o r m a l  io n M o d e F r e q u e n c y L e v e l  o f  d e t a i l
E x t e r n a l
S t a k e h o l d e r s
6
[ R B
B o a r d
U A A I R B  B o a r d A n c h o r a g p
A p p r o v e  f o r  t h e n e c e s s r y  r e s e a r c h  f o r  t h e  
p r o j e c t
T  9 0 7  7 8 6  1 0 9 9 ,  F  
9 0 7 . 7 8 6  1 7 9 1
E m a i l ,
P h o n e
W h e n  
a p p l i e d  f o r  
I R B
a p p r o  v a l e ,  
b y  r e q u e s t
I n f o r m a t i o n  
r e q u i r e d  f o r  
a p p r o v a l  f o r  
I R B  b o a r d
7
K a l a d i
B r o t h e r s
K a l a d i
B r o t h e r s
C o m p e t i t o r
( c o f f e e )
A n c h o r a g e
T h e y  a r e  e x p e c t e d  p o t e n t i a l  c o m p e t i t o r s  o f  
c o f f e e  s h o p  b u s i n e s s  i n  t h e  p r o j e c t
p h o n e : 9 0 7 - 6 4 4 - 7 4 0 0
P h o n e B y  r e q u e s t N A  ( o n l y  
r q p r d e d  a s  
c o m p l e t i t o r )
8 S t a r b u c k s S t a r b u c k s
C o m p d i t o r
( c o f f e e )
A n c h o r a g p
T h e y  a r e  e x p e c t e d  p o t e n t i a l  c o m p e t i t o r s  o f  
c o f f e e  s h o p  b u s i n e s s  in  t h e  p r o j e c t
p h o n e :  1 - 8 0 0 - 7 8 2 - 7 2 8 2
P h o n e B y  r e q u e s t N A  ( o n l y  
r e g a r d e d  a s  
c o m p l e t i t o r )
9
L o c a l
V e n d o r s
( c o f f e e )
L o c a l
V e n d o r s
( c o f f e e )
C o m p e t i t o r
( c o f f e e )
A n c h o r a g e
T h e y  a r e  e x p e c t e d  p o t e n t i a l  c o m p e t i t o r s  o f  
c o f f e e  s h o p  b u s i n e s s  in  t h e  p r o j e c t
N A
P h o n e B y  r e q u e s t N A  ( o n l y  
r e g a r d e d  a s  
c o m p l e t i t o r )
1 0
C h a r l i e ' s
B a k e r y
C h a r l i e ' s
B a k e r y
C o m p e t i t o r
( b a k e r y )
A n c h o r a g e
T h e y  a r e  e x p e c t e d  p o t e n t i a l  c o m p e t i t o r s  o f  
b a k e r y  b u s i n e s s  i n  t h e  p r o j e c t
p  h o n e : 9 0 7 - 6 7 7 - 7 7 7 7
P h o n e B y  r e q u e s t N  A  ( o n l y  
r e g a r d e d  a s  
c o m p l e t i t o r )
I I
Y u m m y
B a k e r y
Y u m m y
B a k e i y
C o m p e t i t o r
( b a k e r y )
A n c h o r a g e
T h e y  a r e  e x p e c t e d  p o t e n t i a l  c o m p e t i t o r s  o f  
b a k e r y  b u s i n e s s  i n  t h e  p r o j e c t
p  h o n e : 9 0 7 - 2 2 2 - 0 5 4 3
P h o n e ,
m e e t i n g
B y  r e q u e s t N A  ( o n l y  
r e g i r d e d  a s  
c o m p l e t i t o r )
1 2
L o c a l
V e n d o r s
( b a k e r y )
L o c a l
V e n d o r s
( b a k e r y )
C o m p e t i t o r
( b a k e r y )
A n c h o r a g e
T h e y  a r e  e x p e c t e d  p o t e n t i a l  c o m p e t i t o r s  o f  
b a k e r y  b u s i n e s s  in  t h e  p r o j e c t
N A
P h o n e B y  r e q u e s t N A  ( o n l y  
r e g a r d e d  a s  
c o m p l e t i t o r )
1 3
S u n g  S im
D a n g
B a k e r y
S u n g  S im  
D a n g  B a k e r y
C o n t r a c t o r  f o r  
F r a n c h i s e  b a k e r y
S o u t h
K o r e a
P r o v i d e  i n f o r m a t i o n  o f  m a r k e t i n g  d a t a  a n d  
s t r a t e g i e s  f o r  a  n e w  b u s i n e s s
p h o n e :  8 2 - 4 2 - 2 5 6 - 4 1 1 4 ,  
8 2 - 1 5 8 8 - 8 0 6 9
E m a i l ,
P h o n e ,
B y  r e q u e s t M a r k e t  
r e s e a r c h  d a t a  
a n d  a  f i n a l  
m a r k e t i n g  
s t r a t e g y
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Risk Management Plan
Performance o f Risk Management
The project manager will manage risks; that may be incurred during the execution phase of the DS plan. To identify 
the potential risks and the impacts of those risks, and to manage and control those risks in the DS plan, the project 
manager will use a tool; that is the risk register. The risk register will include identified risks’ probabilities of 
occurrence, the extents of risks’ impacts. To reduce the impacts of the identified risks, the project manager will 
prepare a strategy; that is the risk response, and will be implemented when the identified rieke eetnelly inenired 
during the execution phase of the DS plan. If any identified risks are incurred, the project manager will assess the 
impacts of those risks and control with the risk register. In consideration of the impacts of the incurred risks, the 
project manager will set the threshold of risk coverages as a buffer and/or contingency reserves. The project 
u.wu.^1 lllAUUl.y set up additional workable days in the project schedule. The extent of duration of die project 
schedule will be updated when any changes of the project schedule are required, by the project manager. As a 
following step, the project manager will update the risk management plan including the tools; that will be used in the 
risk management, within two days. The project manager will also reflect those impacts to the related other 
subsidiary management plans appropriately through the c Wil^Cd lliUllUgWlllWIU IV/l IV OUJbllllUlQ Ulv l 1111
appropriately. In case of any identified risks incurred, the project manager will record the risk occurrence by 
changing the descriptions in bold and red-letters, in the column of “Occurrence of risk” of the risk register, and 
yellow-highlight the rows of applicable risks in the risk register.
Tools
To manage the identified risks, the project manager will use a tool; that is the risk register, to manage the identified 
risks in the DS plan. The risk register includes the impacts of the identified risks, measured by the qualitative 
method and the quantitative method as well as the strategies for the risk response; that includes the strategies for 
both negative and positive risks, to show the impacts of potential risks. The risk register is available in Appendix D.
1, and includes assessments of risk impacts in qualitative and quantitative, and the risk response is also available in
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Appendix D. 2, and includes strategies to implement when the negative and positive risks will be incurred, in order 
to reduce the impacts of those incurred risks. The risk register and the risk response will contain information as 
follows:
•  Risk Register: it will be used for assessing and prioritizing risks and measuring the impacts of the 
identified risks. It will be also used for providing information to develop strategies in the risk response to 
manage those identified risks. It includes the information; that are the task number, the WBS, the activity, 
the risk name, the description of risk, and the risk condition in internal and external.
o Qualitative Method: it will show the potential qualitative impacts of the identified risks. It includes 
the probabilities of the risk occurrence, which includes index that are 1,2-4, and 5 for showing the 
probability of the risk occurrence, the impacts of the risks, which includes index that are 1,2-4, and 5 
for showing the impact, and the risk level of the priority to be managed, which includes index that are 
1-5,6-20, and 21 -25. The greater numbers indicates more high probabilities, impacts, and levels o f the 
priorities to be managed.
o Quantitative Method: it will show the potential quantitative impact of the risk identified. It includes 
the project estimation of the duration (day), likelihood of risk occurrence (%), Risk consequence (best 
case, worst case), and effect of risk to the project duration in pessimistic and optimistic.
• Risk Response: it is a strategy to be prepared for decreasing the impacts of the negative risks and 
increasing the impacts of the positive risks. The risk response of the negative risks includes the strategies 
such as “avoid, transfer, mitigate, and accept”, and the risk response of the positive risks includes the 
strategies such as “exploit, enhance, share, and accept.” It also includes the descriptions for those strategies 
and the descriptions of effect on duration for all identified risks.
Stakeholder Management Plan
Performance of Stakeholder Management
To manage stakeholders and stakeholders’ relations, requirements, and information, the project manager will 
identify all stakeholders and categorize them into ‘internal’ and ‘external’ stakeholders to manage and monitor them. 
The project manager will manage their interests and any changes of their information by using the selected tools.
The project manager will also assess and manage the extents of stakeholders’ engagements as much as targeted for 
the cucceesful completion of this project. Any changes in stakeholders’ information will be tracked when incurred, 
and documented appropriately. For updating any changes related with those identified stakeholders, the project 
manager will use tools; that are the stakeholder register, the requirement traceability matrix (RTM), the stakeholder 
power/interest grid, and the stakeholder engagement matrix. The project manager will conduct following steps to 
manage stakeholders: •
• Develop a stakeholder register and the RTM.
• Re-identify the stakeholders to find out any missed stakeholders.
• Prioritize and classify the stakeholders for changing stakeholder’s engagement.
s Segment the stakeholder’s engagement by the level of the reeeptiveness and the support, and the urgency 
with the value and action.
• Update any changes of the stakeholder register and the stakeholder’s requirements continuously until 
completion of the project.
• Re-baseline the scope and the schedule of this project, and update any changes to related subsidiary 
management plans.
Tools
The project manager will use tools to manage stakeholders’ information, requirements, and engagements throughout 
the project life cycle. The tools in the stakeholder management plan are intended to provide detailed information of 
stakeholders; that are the stakeholder register, the RTM, the stakeholder power/interest grid, and the stakeholder 
engagement matrix as follows:
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Stakeholder Register: it will be used for identifying and managing stakeholders, and their information for 
engagement throughout the project life cycle. The information of the project stakeholders will be sorted in 
three information; that are identification information, assessment information, and classification 
information. It is available in Appendix E. 1, and includes the name, the position/title, the location, the role, 
and the contact information. If necessary, any additional information will be provided by the project 
manager.
Requirement Traceability Matrix (RTM): it will be used for identifying and tracking initial stakeholders’ 
requirements and any changes of those requirements throughout the project life cycle. It is available in 
Appendix E. 2, and includes the information; that are the requirement number, the source (stakeholder 
name or group, reference document, or etc.), the stakeholder register reference, the requirement description, 
the requirement classification (business, functional, regulatory, and etc.), the project objective reference, 
the priority, the WBS work package reference, the acceptance criteria, the validation method, and the key 
dependencies/impacts/constraints.
Stakeholder Power/interest Grid (by using index of “Manage Closely, Keep Satisfied, Keep Informed, 
and Monitored”): it will show the extents of all identified stakeholders’ interests for this project, and 
powers of stakeholders to affect the DS plan. It is available in Appendix E. 3, and includes the levels of the 
power/interest of stakeholders; that is categorized in four level as follows:
o Higher Power / High Interest: this stakeholder must be managed to keep them closely adequately 
during this project.
o Higher Power / Lower Interest: this stakeholder must be managed to keep them satisfied 
adequately during this project.
o Higher Power / Lower Interest: this stakeholder must be managed to keep them informed 
adequately during this project.
o Lower Power / Lower Interest: this stakeholder must be managed to keep them monitored 
adequately during this project
Stakeholder Engagement Matrix: it will show the extents of the identified stakeholders’ engagements to 
the DS plan by assessing their current and desired level of support and reeeptiveness in this project. It is 
available in Appendix E. 4, and includes the levels of stakeholders’ support and reeeptiveness from level 1 
through level 5. The red highlighted circle in stakeholder engagement matrix shows a targeted level of the 
support and reeeptiveness of stakeholders; that should be obtained throughout the project life cycle. It will 
also reflect the changes of stakeholders, stakeholder’s interests, and the involvement continuously 
throughout the project life cycle.
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APPENDIX
Appendix A. Change Request Form and Change Log Form
Appendix A. 1. Change Request Form
f
i!  P ro jec t r if le : D S P lm
S ekm itter
C H A N G E  REQ UEST
D ab  Prepared: 
C h u  N im ber:
Category of Change: select applicable areas (by using )
□  Scope G Schedule D
O  Risk O  jjlnkt>hniA»r Q  Document
□  Others
Description of Proposed C h an g e_________________________________________________________________
______________________________________________________
Jevtifkatiop for Proposed Change
D cposifiM  n  Approve □  Defer □  Reject
Jo .tifk a tio n  (Retonunendation)
Authorization
N nv Role S g u tire
A a f t o i a d D i b :
© 2015, Scott You
Project Management Department, University of Alaska Anchorage
Appendix A. 2. Change Log Form
/
Project TiHc:
CHANGE LOG
Date Prepared:
Change
ID
Category
(scepe/aehednle
/ r W c o t m iu k a t in
JStekefaoUer/Dorament
/O ther)
Description o f Change a b u tte d  
by (name)
Submission
Date
(mm/ddI j y f f )
DispontKU
(Approred/Denied)
Prionn level 
(High Medium lorv)
-
© 2015, Scott You
Project Management Department, University of Alaska Anchorage
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Appendix B. Work Breakdown Structure (WBS) and WBS Dictionary
Differentiation 
Strategy in 
M arketing  of Sung 
Sim  Dang Bakery  & 
Latte A rt  E sp re s so  
Coffee  Shop  Plan 
(DS Plan)
M arket Re se arch  & I 
A n a ly s is
Rev iew  SL Plan
Docum ent project | 
abstract
\ Conduct M arket Update c ha nge s in 1 Develop and
Re search  and m arket re sea rch  1 docum ent
J A n a ly s is and ana ly sis  1 M arketing  Strategy
Update project 
abstract
Docum ent Project 
M anagem ent Plan
Collect M arket 
R e search  Data
Docum ent 
Subsid iary  Project 
Plans
Docum ent Change  
Control
M anagem ent Plan
Conduct Conduct M arketing
segm enting , M ix A n a ly s is  for
targeting, and Product, Price,
posit ion ing  (STP) Place, and
A n a ly s is Prom otion  (4Ps)
Update PM 
C h a n ge s by 
Change  Control 
P ro c e s s
Se gm en t m a rke ts 1 Determ ine |
Se gm en t m a rkets 
by c u s to m e rs ' 
attributes
Research
com petito rs’
c u sto m e rs
Determ ine targeted 
se g m e n ts
A s s e s s  and define 
new  b u s in e s s ' key 
s u c c e s s  factors
Research  
com petito rs ' key 
s u c c e s s  factors 
and capabilities
Select se g m e n ts  
to be targeted
Determ ine 
posit ion ing  of a 
b u s in e s s
__ Rev iew  p rod ucts in
S L  Plan
Exam ine and 
p ro p o se  p roducts
Determ ine  p rice s 
of p roducts
Rev iew  prices in 
SL  Plan
Exam ine and 
p rop o se  p rices of 
p roducts
Determ ine p laces 
of new  b u s in e s s
Review  se lected  
locations in S L  Plan
Exam ine and 
p rop o se  locations
Determ ine
prom otion(s)
Identify differential 
se g m e n t s ' benefits
Review  
—  prom otional 
even ts in S L  Plan
Exam ine and 
p rop o se  
prom otional 
events
©2015, Scott You
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Subm it M arketing  
Strategy
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1'ssk
No-
W BS Task Name Duration Start Finish Predecessors Successors
1 1
Differentiation Strategy in Marketing of Su n g  S im  Dang Bakery &  Latte Art Espresso Coffee 
Shop (SL1 Plan (D S  Plan)
102 days 12/8/2014 4/29/2015
2 1 1 Start Project 0 days I2AD20M 12/8/2014 4,3,8,9
2 1.2 PM 91 daw 1241/2014 4/21/2015 2 4V
4 1.2.1 Review SL  Plan 5 dm h I24U20I4 12/12/2014 2 7.11.19,18.5
5 1 22 Document project abstract 5 day* 12/15/2014 12/19/2014 4 20,21,6.2223,46
6 123 Update p roject abstract 80 dm 8 12/22/2014 4/KW2U13 5 17
7 1.2.4 Document Project Management Plan 85 da vi 12/15/2014 4/10/2015 4 17
8 1 2 4  ] Document Subsidiary Proicct Plans 23 days 12/15/2014 1/16/2015 2 12.10
9 1 2 4 2 Document Chance Control Mataaemcnt Plan 25 davs 12/15/2014 1/16/2015 2 10.12
10 1.2 4.3 Update PM  Chants by Changp Control Process 60days 1/19/20*5 4/10/2015 9.8 17
H 1.2.5 Prepare and Subm it Course Deliverables 63 days 1/23/2015 4/2172015 4 49
12 12 5  1 Prepare and Submit P P M > 1 todays 1/23/2015 2/5/2015 8.9 13.20FF
13 i 2.5 2 Prepare and Submit PPMW2 15 day s 2/9/2015 2/27/2015 12 14
14 L 2 5 3 Prepare and Submit PPM#3 15 days 3/2/2015 3/20/2015 13 15
15 1.25.4 Prepare ;iml Sulmnt PPM  #4 15 day* 3/23/201' 4/10/2015 14 16
16 1 2 5 5 Conduct Final Oral Defenses I d a y n 4/13/2Q15 4/140015 15 17
17 1 2 5 6 Submit Final Deliverables 5 days 4/15/2015 4721/2015 16,10,7.6 •I9.4SFF
18 1.3 Market Research &  Analysis 62 days 1/26/2015 4/21/2015 4 49
IV 1.3.1 Conduct M arket Research and Analysis 45 days 1/26/2015 3/27/2015 4 47
20 13 11 Collect Market Research Data 24 days 1/26/2015 2/26/2015 5.12FF 4709FF
21 1.3.1.2 Conduct segmenting, targeting, and positioning (STP) Analysis 19 days 2/9/2015 3/5/2015 5 4 7J3J4
22 IJ . IO . I Segment inaikcl* 6 days 2/9/2015 2/18/2015 5 26
23 13.1.2,1 1 Scjynait markets by customers' attributes 5 days 2/9/2015 2/13/2015 5 24SS+2 davs
- 1 3.1-2.1 2 Research rmnpctilLuV cuitfiiiHir* 'd nys 2/11/2015 2/17/2015 23SSF2 days 25
25 1 3 1 2 1 3 Determine business customers 1 day 2/18/2015 2/18/2015 24 26.27
26 1.3.1.2.2 Dele ilium- targeted icgutrnlft 6 days 2/19/2015 2/26/2015 2205 30
27 1 3 1 2 2 1 A s sa s  and dcfmc new busmen' key »ucccn factor* 2 days 2/19/2015 7/20*2015 25 2 90 8SSH  day
28 1 3 1 2 2 2 Research comport ore* Ley success laaore and tipabihtii,-* 4 day* 7/20/201' 2725/2015 27SSH  day 29
29 1.3.1.2.2.3 Select setanenls to be targeted 1 ds> 2/26/2015 2726/2015 28.27.20FF 30,31
30 1,3,1,2.3 Determine positioning oTa business s * p 2/27/2015 J/S2015 2609
31 U  1-2 3 1 Identify differential benefit 3 days 2/27/2015 3/3/2015 29 32
32 1 3 1 2 3 2 Develop positioning concept of a business 3 days 3/4/2015 3/30015 T i 34,35
33 I J . I J Contkict Marketing M ix  Analysis for Product. Price. Place, and Promotion (4Ps) 16 days .Y6/20I5 4/27/2015 21 47
34 I.3.IJ.I Determine products 3 days 3/6/2015 4/10/2015 2 U 2 37
33 1-3 1 3 1 1 RttVWw puntucl* in S L  Pisan > *> 3/6/2015 3/6/2015 32 36
36 1 3 13 12 Examine and propose products 7 days 3/9/2015 3/10/2015 35 15
37 IJ . IJ .2 Determine prices or products 3 days 3/11/2015 3/13/2015 34 40
38 1 3.1 3 2 ! Review prion in SI. Plan 1 day 3/11/2015 3/11/2015 36 39
3 9 I.3 .1 J2 J li-amue and propose p i k o  of produclx 2 days 3/12/2015 3/13/2015 38 41
40 IJ L 1 J J Ik lm m tu - placet of new b u iiu r ii 6 days 3/16/2015 3/23/2015 37 43
41 1 3 . IJ J . I Renew (elected hjcatirjna in SI. Plan 1 diy 3/16/2015 3/16/2015 39 42
42 1 3 1 3 3 2 Examine and propose local sous 5 djrys 3/17/2015 3/23/2015 41 43,45.44
43 1.3.1.3.4 Determine prnmaiion(s) 4 dny* 3/24/2015 3/27/2015 40.42 47
44 13 1 3 4  1 Ruvim  promottmul marts in S L  Plan 1 day 3/24/2015 3/24/2015 42 45
45 1 3 J 3 4 2 Examine and propose promotional events 3 days 3/25/2015 3/27/2015 4 2 .4 4 47
16 1 32 l pcU i chan^i m market tccardi and nuly tu 50 dm 6 1/26/2015 4/3/2015 5 4 7
47 1 3 3 Develop and document Ma/ketm2 Strategy I0da>» 4AvZN)l5 4/17/2015 19.20OJ .33.46.43 45 4 8
4X 1.3.4 Prepare aid Submit Marketing Straiecv 2 ds> s 4/20/2015 4/21/2015 47.17FF 49
49 1 4 Comp letc Project Oday* 4/29/2015 4/20/2015 17“ H.3.18,48
©2015, Scott You
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Appendix C. 1. Project Activity List
Appendix C. Project Activity List and Three-Point Estimation Matrix
task
No,
WHS Task Nmnr
1 l Differentiation Strategy in M arketing o f Sun g Sira Dang Bakery & Latte Art Espresso C offee S h o p (S L ) Plan (DS Plan)
2 1.1 Start Project
3 1.2 PM
4 1.2.1 Review SL Plan
5 1.2.2 Document project abstract
6 1.2.3 Update project abstract
7 1.2,4 Docum ent Project M anagem ent Plan
8 1 24 ,1 Document Subsidiary Project Plans
9 1.2.4 2 Document Change Control Management Plan
10 1.2 4.3 Update PM Changes by Change Control Process
11 1.2.5 Prepare and Sub m it C ourse D elirerables
12 1 2 5  1 Prepare and Submit PPM#1
13 1,2.5.2 Prepare and Submit PPM #2
14 ].2.5.3 Prepare and Submit PPM#3
15 1.2.5.4 Prepare and Submit PPM #4
16 1.2.5 5 Conduct Final Oral Defenses
17 1 2 5 6 Submit Final Deliverables
18 1.3 M arket Research & Analysis
19 1.3.1 Conduct M arket Research and Analysis
20 1.3.1.1 Collect Market Research Data
21 1,3.1.2 Conduct segm enting, targeting, and positioning (STP) Analysis
22
23
1.3.1.2.1
1.3.1.21.1
S egm en t markets
Se^nent markets by customers' attributes
24 1 3 1 2.1.2 Research competitors' customers
25 1.3.1.2.1.3 Determine business customers
26 1.3.1.2.2 Determ ine targeted segm ents
27 1.3.1.2.2.1 Assess and define new business' key success factors
28 1,3.1.2.2 2 Research competitors' key success factors and capabilities
29 1.3.1 2 2.3 Select segments to be targeted
30 1.3.1.2.3 D eterm ine positioning o f  a business
31 1.3.12.3.1 Identify differential segments' benefits
32 1.3 1 2.3.2 Develop positioning concept o f  a business
33 1.3,1.3 Conduct M arketing M ix Analysis for Product. Price. Place, and Prom otion (4Ps)
34 1.3.1.3.1 Determ ine products
35 1 3.1 3 1.1 Review products in SL Plan
36 1.3.1.3.1.2 Examine and propose products
37 1.3.1.3.2 D eterm ine prices o f  products
38 1.31.3.2.1 Review prices in SL Plan
39 l 3.1 3,2 2 Examine and propose prices o f products
40 1.3.1.3.3 Determ ine places o f  new business
41 13.1.3.3.1 Review selected locations in SL Plan
42 1.3.1.3.3.2 Examine and propose locations
43 1.3.1.3.4 D eterm ine promotion(s)
44 1 3 1 3.4 1 Review promotional events in SL Plan
45 1.3 1 3.4 2 Examine and propose promotional events
46 l 3.2 Update changes in market research and analysis
47 1.3.3 Develop and document Marketing Strategy
48 1 3 4 Prepare and Submit Marketing Strategy
49 14 Complete Project
©2015, Scott You
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Appendix C. 2. Three-Point Estimation Matrix
T a s k
N o.
W B S A ctiv ity
P e s s im is tic
M ost L ik e ly  
D u ra tio n
O p tim is tic
E xpected
V a lu e
D u ra t io n
(day)
D u ra t io n
(day)
D u ra t io n  
(day)
D u ra tio n
(dav)
1 1
D if fe re n t ia t io n  S tr a te g y  in  M a rk e t in g  o f  S u n g  S im  D a n g  
B a k e ry  &  L a tte  A r t  E sp re sso  C o ffee  S h o p  (S L ) P la n  (D S  P la n )
113 102 102 103 .83
2 1.1 S ta r t P ro je c t 0 0 0 0.00
3 1.2 P M 102 97 97 9 7 .8 3
4 1,2.1 R e v ie w  SL P lan 6 5 5 5.17
5 1 .2 .2 D o c u m e n t p ro je c t  a b s tra c t 6 5 5 5 .1 7
6 1.2 .3 U p d a te  p ro je c t  a b s tra c t 81 80 8 0 8 0 .1 7
7 1.2.4 D o c u m e n t P ro je c t  M a n a g e m e n t P la n 92 85 85 86.17
8 1.2 .4 .1 D o c u m e n t S u b s id ia ry  P ro je c t P la n s 27 2 5 25 25.33
9 1 .2 .4 .2 D o c u m e n t C h a n g e  C o n tro l  M a n a g e m e n t P la n 2 6 2 5 2 5 25.17
10 1 .2 .4 .3 U p d a te  P M  C h an g e s  b y  C h a n g e  C o n tro l P ro c e s s 65 60 6 0 6 0 .8 3
11 1.2.5 P re p a re  a n d  S u b m it  C o u rs e  D e liv e ra b le s 68 63 63 63.83
12 1 .2 .5 .1 P re p a re  a n d  S u b m it P P M # 1 10 10 10 10.00
13 1 .2 .5 .2 P re p a re  an d  S u b m it P P M # 2 15 15 15 1 5 .0 0
14 1 .2 .5 .3 P r e p a r e  an d  S u b m it P P M #3 15 15 15 1 5 .0 0
15 1 .2 .5  4 P re p a re  and  S u b m it P P M # 4 15 15 15 15 0 0
16 1 .2 .5 .5 C o n d u c t  F in a l O ra l D e fe n se s 2 2 2 2 .0 0
17 1 .2 .5 .6 S u b m it F in a l D e liv e rab le s 5 5 5 5.00
18 1.3 M a rk e t  R e s e a rc h  &  A n a ly s is 79 63 63 65.67
19 1.3.1 C o n d u c t M a r k e t  R e s e a rc h  a n d  A n a ly s is 64 51 51 5 3 .1 7
2 0 1.3 .1 .1 C o lle c t M  a rk e t R e se a rc h  D a ta 4 6 41 41 4 1 .8 3
21 1.3 .1 .2
C o n d u c t s e g m e n tin g , ta rg e t in g ,  a n d  p o s it io n in g  (S T P )  
A n a ly sis
36 23 22 2 5 .0 0
2 2 1.3.1.2.1 S e g m e n t  m a rk e ts 17 13 13 1 3 .67
23 1 3 .1  2 .1 .1 S eg m e n t m a rk e ts  b y  c u s to m e rs ' a t t r ib u te s 11 8 8 8.50
2 4 1 .3 .1 .2 .1 .2 R e se a rc h  c o m p e ti to r s ' c u s to m e rs 11 6 3 6 .3 3
25 1 .3 .1 .2 .1 .3 D e te rm in e  b u s in e ss  c u s to m e rs 4 3 3 3 .1 7
2 6 1.3.1.2.2 D e te rm in e  ta rg e te d  s e g m e n ts 15 8 7 9 .0 0
2 7 1 .3 .1 .2 .2 .1 A s s e s s  a n d  d e fin e  n e w  b u s in e s s ' k ey  su c c e ss  fa c to rs 5 2 1 2 .3 3
2 8 1 .3 .1 .2 .2  2 R e se a rc h  c o m p e ti to r s ' k e y  su c c e ss  fa c to rs  an d  c a p a b ili tie s 7 5 3 5 .0 0
2 9 1 .3 .1 .2 .2  3 S e le c t s e g n e n ts  to  b e  ta rg e te d 4 2 2 2 .3 3
3 0 1 3 .1 .2 .3 D e te rm in e  p o s it io n in g  o f  a  b u s in e s s 8 5 5 5 .5 0
31 1 .3 .1 .2 .3 .1 Id e n t ify  d if fe re n tia l s e g m e n ts ' b en e fits 4 2 2 2 .3 3
3 2 1 .3 .1 .2 .3 .2 D e v e lo p  p o s i t io n in g c o n c e p t  o f  a b u s in e s s 4 3 3 3 .1 7
3 3 1 .3 .1 3
C o n d u c t  M a rk e t in g  M ix  A n a ly s is  fo r  P ro d u c t, P r ic e , 
P la c e , a n d  P ro m o tio n  (4P s)
9 5 5 5 .6 7
3 4 1 3 .1 3 .1 D e te rm in e  p ro d u c ts 7 5 4 5 .1 7
35 1.3 1 .3 .1 .1 R ev iew  p r o d u c ts  in  S L  P lan 2 1 1 1 17
3 6 1 .3 .1 .3 ,1 .2 E x am in e  and  p r o p o s e  p ro d u c ts 5 4 3 4 .0 0
37 1 .3 .1 3 .2 D e te rm in e  p rices  o f  p ro d u c ts 8 5 4 5 .3 3
38 1 3 .1 .3 .2 .1 R e v ie w  p r ic e s  in  S L  P lan 2 1 1 1.17
3 9 1 3 .1 .3 .2 2 E x am in e  an d  p ro p o s e  p r ic e s  o f  p ro d u c ts 6 4 3 4 .1 7
4 0 1 .3 .1 3 .3 D e te rm in e  p laces  o f  n e w  b u s in e s s 9 5 5 5 .6 7
41 1 .3 .1 .3 3 .1 R e v ie w  s e le c te d  lo c a tio n s  in  SL P la n 2 1 1 1.17
4 2 1 .3 .1 .3 .3 .2 E x am in e  an d  p r o p o s e  lo c a tio n s 7 4 4 4 .5 0
43 1 3 .1 3 .4 D e te rm in e  p ro m o tio n (s ) 9 5 4 5 .5 0
4 4 1 3 .1 .3 .4 .1 R e v ie w  p ro m o tio n a l  e v e n ts  in S L  P lan 2 1 1 1 17
45 1 3 .1 .3 .4 .2 E x a m in e  a n d  p r o p o s e  p ro m o tio n a l  e v e n ts 7 4 3 4 .3 3
4 6 1 3 .2 U p d a te  ch an g es  in  m a rk e t re se a rc h  a n d  a n a ly s is 52 50 5 0 5 0 .3 3
4 7 1.3 .3 D e v e lo p  an d  d o c u m e n t M a rk e t in g  S tra teg y 12 10 10 1 0 .33
4 8 1 .3 .4 P re p a re  an d  S u b m it M a rk e t in g  S tra teg y 3 2 2 2 .1 7
4 9 1.4 C o m p le te  P ro je c t 0 0 0 0 .0 0
© 2015, Scott You
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Appendix D. 1. Risk Register
Appendix D. Risk Register and Risk Response
T a s k
N o .
W B S R i a k  N a m e D e s c r i p t i o n  o f  R i s k
R i s k  C o n d i t i o n
I n t e r n a l E x te rn a l
4 1 2  1 L o n g  l im e  r e v i e w in g  p r o c e s s R e n e w  m a y  l a k e  lo n g e r  th a n  e x p e c t a t i o n  s o  i t  n e e d s  a d d i t i o n a l  w o r k s  f o r  r e v i e w in g X
5 ) 2 2 R e t  l e w in g  p r o c e s s D o c u m e n l s  m ay  n e e d  a d d i t io n a l  w o r k s  f o r  e d i t i n g X
6 1 2 3 U p d a t i n g  p r o c e s s U p  d a t in g  p r o j e c t  m ay n e e d  m o r e  a d d i t io n a l  w o r k s  t o  c o m p l e t e  b e c a u s e  o f  t h e  s c o p e  c h a n c e s X
8 1 2 4 1 D e l a t  o f  d e v e lo p m e n t S u b s id i a r y  p l a n s  m a v  n e e d  m o r e  a d d i t io n a l  d a t e s  t o  c o m p l e t e  b e c a u s e  o f  u p d a t e s  a n d  r e v is io n X
9 1 2 4 2 P r o c e s s  i k L r .  ( i f  c o n t ro l lm j i D o c u m e n ta t io n  p r o c e s s  m a y  n e e d  a d d i l io n a t  w o r k  f o r  c o r r e c t in g  e r r o r  a n d / o r  e d i iu ig  d o c u m e n ts K
10 1 2 4 3
D e la y  s  o f  u p d a t e s  in  P M P
U p d a t i n g  a p p r o v e d  c h a n g e s  in  t h e  p r o j e c t  m a y  n e e d  m o r e  a d d i t i o n a l  d a t e s  b y  c h a i g i n g t h c  p r o j e c t  s c o p e
8
D e la y  o f  f e e d b a c k s F e e d b a c k s  o f  c o m m i t t e e  m e m b e r s  w i l l  n o t  b e  p r o v i d e d  w i th in  t w o  d a y  s  a f t e r  a s k in g  f o r  f e e d b a c k s X
E r r o r s  o f  d o c u m e n t s
D o c u m e n l s  o f  t h e  c h a n g e  m a n a g e m e n t  p r o c e s s  m a y  n o t  h e  c o m p le t e d  c o r r e c l t y , « n d  a d d i t i o n a l  c o r r e c i  in n s  m a y  n e e d  f o r  
d o c u m e n t i n g
X
2 0 1 3  1 1
C h a n g p s  in  a n a ly  l i e  lo o l s
T h e s e i e c l e d  lo o l s  f o r  m a r k e t  r e s e a r c h  a i d  a n a l y s t s  m a y  b e  i n a p p r o p r i a t e  f o r D S  p l a n ,  a n d  c h a n g e s  o f  t o o l s  a r e  e s s e n t i a l  
S o ,  a d d i t io n a l  r e s e a r c h  f o r  t o o l s  m a y  le a d  t h e  d e la y  o f  ( h e  p r o j e c t  s c h e d u le
X
C h a n g e s  in  t h e  p r o j e c l  s c o p e
T h e  c h a n g e s  o f  t h e  p r o j e c t  s c o p e  w i l l  b e  m e *  l i a b l e  s o  t h e  c h a n g e  m a n a g e m e n t  p r o c e s s  m ay n e e d  m o r e  d a y s  t h a n
e x p e c t a t i o n  t o  c o m p l e t e  c o l l e c t i n g  d a t a
X
E c o n o m ic  C h a n g e s
T h e r e  w e r e  d r a m a t i c  e c o n o m ic  c h a n g e  in A n c h o r a g e  m a r k e t  f o r  b a k e r y  a n d  c o f f e e  b u s in e s s  A d d i t i o n a l  r e s e a r c h  m a y  le a d  
d e lay  s  o f  c o l l e c t i n g  m a r k e t  r e s e a r c h  d a t a
X
2 3 1 3 1 2 1 1
C h a n g s  o f  r e s e a r c h  d a t a
R e s e a r c h in g  a n d  c o l l e c t i n g  c u s t o m e r s ' A t t r ib u te s  m a y  b e  n o t  a p p r o p r i a t e  a n d  a d d i t i o n a l  d a t a  m a y  b e n o o d e d
X
D e la y  o f  f e e d b a c k s f e e d b a c k s  f r o m  t h e  p r o j e c t  a d v i s o r  m a y  b e d e l a y e d  A d d i t i o n a l  d a y s  m a y  le a d  d e lay  o f  p r o j e c t  s c h e d u le X
2 4 1-3-1 2  1 2
D e la y  o f  c o l l e c t i n g  d a t a
C o m p e t i t o r s 'c u s t o m e r s  m ay ' n o t  b e  a v a i la b le  f r o m  I h e  c o m p e t i t o r s  A d d i t i o n a l  w o r k i n g  day  s  a r e  i n e v i t a b l e
X
C h a n g e s  o f  c o m p e l  i l o r s / p r e j e c t  s c a p e S e le c te d  c o m p e t i t o r s  m a y  b e  i n a p p r o p r i a t e ,  a n d  c o r r e c t  m g  c o m p e t i t o r s  m a y  le a d  c h a n g e s  o f  t h e  p r o j e c l  s c o p e X
S u c c e s s f u l  c o l l e c t i o n  o f  d a l  a S e l e c t e d  c o m p e t i t o r s  m a y  p r o v id e  i n f o r m a t i o n  o f  c u s t o m e r s ,  s o  il w i l l  r e d u c e  r e s e a r c h  p r o c e s s  l o r  s e g m e n t in g X
D e la y  o f  d a t a  c o l le c t io n
S e le c t e d  c o m p e t i t o r s  m a y  b e  i n a p p r o p r i a t e ,  a n d  c o r r e c t in g  c o m p e t i t o r s  m a y  c a u s e  d e l a y s  o f  d a t a  c o l l e c t i o n
X
- 1 3 .2 .2  1 .2
S T P  a n a ly s i s  m a y  n o t  b e  a p p r o p r i a t e ,  a n d  t h e  p r o c e s s  o f  d e t e r m in i n g  b u s in e s s  c u s to m e r s  m a y  b e  i n e v i t a b l e
-m a p  p  i v p  II m e  9MIA.II VI l u a i v n r c i a
2 7 1 3 1 2 2 1
C h a n g e s  o f  s u c c e s s  f a c to r s  in  D S  p l a t C h a n g e s  o f  s u c c e s s  f a c t o r s  m a v  r e q u i r e d  in  D S  p l a n  b y  a s s e s s i n g  t h e  b u s in e s s  o w n e r 's  c a p a b i l i t i e s X
XC h a m p s  o f  f r a n c h i s in g  b a k e r y
A n o t h e r  K o r e a n  f r a n c h i s e  b a k e ry ' m a y  s u g g e s t  b e t t e r  o f f e r .  I n  c o n s e q u e n c e ,  t h e y  w i l l  p r o v i d e  a  fu lly  d e v e lo p e d  m a r k e t in g  
s t r a t e g y  f o r  t h e  s e c t i o n  o f  b a k e ry ' b u s in e s s  in  D S p l a n
K q c c i i o n  o i  f e e d b a c k s T h e  K o re a n  f r a n c h i s e  b a k e ry  m a y  n o t  p r o v i d e  m a r k e t in g  s t r a t e g i e s X
D e la y  o f  f e e d b a c k s C o l l e c t i n g d a l a  f r o m  Ih e  K o re a n  f r a n c h i s e  b a k e r y  m a y  b e d e l a y e d  b e c a u s e  o f  t h e i r  l a t e  r e s p o n s e s X
2 8 1 3 1 2 2 2
[n a p  p r o p  r i a l  e  r e s e a r c h
R e s e a r c h in g  c o m p e l  ( t o r s ' s u c c e s  { s l u r s  m a y  n o t  b e  a p p r o p r i a t e  a n d  i t  m a y  c a u s e  r e t a r d t  c o m p e t i t o r  a ^ p in
X
D e la y  o f  r e s e a r c h C o l l e c t i n g  d m  O 'o f  c o m p e t i t o r *  nitty  n e e d  m e n u  w o r k i n g  d a v s  a n d  b e  r e q u i r e d  a d d i t i o n a l  w o r k i n g  d n v » X
S u c c e s s f u l  c o l l e c t i o n  o f  d a t a S e l e c t e d  c o m p e t i t o r s  m a y  p r o v i d e  i n f o r m a t i o n  o f  c u s t o m e r s ,  s o  i t  w  d l  r e d u c e  r e s e a r c h  p r o c e s s  f o r  s e g m e n t in g X
2 9 1 3 1 2 2 3
W r o n g  s e l e c l  io n
T a r g e t e d  s e g n e n l s  m a y  b e  in  a p p r o p r i a t e  a n d  r e - a n a l y z i n g  p r o c e s s  w i l l  b e  r e q u i r e d  t o  c h o o s e  a p p r o p r i a t e  s e g m a i l s
X
D e la y  o i  l e e d b a c k s F e e d b a c k s  f r o m  t h e  p r o j e c t  a d v i s o r  m a y  l ie  d e l a y e d  A d d i t i o n a l  d a y s  m a y  l e a d  d e la y  o f  p r o j e c t  s c h e d u le X
31 1 3 1 2 3 1
D e la y  o f  w o r k I d e n t i f y in g  s e g m e n t s ' b o i e l i l s m a v  n o t  b e  e a s y  a n d  a d d i t i o n a l  w o r k i n g  d a y  s  a r e  r e q u i r e d X
D d a v  o f  f e e d b a c k * f e e d b a c k s  f r o m  t h e  p r o i e c t  a d v i s o r  m a v  b e d e l a y e d  A d d i t i o n a l  d a y s  m a v  l e a d  d e la y  o f  p r o j e c t  s c h e d u le X
3 2 1 3 1 2 3 2 D e la y  o f  d e v e lo p m e n t D e v e lo p in g  p o s i t i o n i n g  c o n c e p t  m a y  n e e d  a d d i t i o n a l  w o r k i n g  d a y s X
3 5 1 3 1 3 1 1 D e l a y  o f  r e v i e w in g
D e la y  o f  r e v i e w in g  S L  p l a n  m a y  c a u s e  a d d i t io n a l  w o r k i n g  d a y s  b e c a u s e  I h c  p r o j e c t  m a n a g e r  w i l l  n o t  b e  in  g p o d  c o n d i t i o n  
o f  h e a th
X
3 6 I 3  1 3 1 2
R e -r.d e r.tH M i o f  p r o d u c t s P r o d u c t s  m a y  n o l  b e a p p r o p n a l e  in  S L  p lim  F o r  D S p l a n ,  a n o t h e r  p r o d u c t  w i l l  b e  r e - id e n l i f i e d  a n ti  p r o p o s e d X
N o  d u n p s  o f  p r o d u c t s P r o d u c t s  in  S L  p l a n  m a y  h e  a p p r o p r i a t e ,  s o  t h e  s c h e d u l e  o f  d e t e r m in i n g  p r o d u c t s  m a y  l i e  s h o r t e n e d X
3 8 1 3 1 3 2 1 D e la y  o f  r e v i e w in g
D e la y  o f  r e v i e w in g  S L  p l a n  m a y  c a u s e  a d d i t io n a l  w o r k i n g  d a y s  b e c a i c e  t h e  p r o j e c t  m a n a g e r  w i l l  n o l  b e  in  t p o d  c o n d i t i o n  
o f  h e a th
X
3 9 1 3  1 .3 -2  2
R e f l e c t in g  t i m e  v a lu e  o f  m o n e y
T h e  c o n c e p t  o f  t i m e  v a lu e  o f  m o n e y  w a s  n o t  a p p l i e d  t o  S L  p l a n  a n d  D S  p l a n ,  s o  e r r o r s  in  a t s e s s i n g  p r i c e s  f o r  s e le c te d  
p r o d u c l s  w il l  n e e d  t o  b e  f ix ed
X
R e -a s s f f is m ® i1  o f  p r ic e s B e c a u s e  o f  c h a n g e s  o f  p r o d u c t s ,  r e - p r i c in g  o f  ( h o s e  p r o d u c t s  a r e  i n e v i t a b l e ,  a n d  th i s  w i l l  le a d  a d d i t i o n a l  w o r k s X
N o  c h a n t s  o f  p r i c e s T h e  p r i c e s  o f  p r o d u c t s  m a y  b e  a p p r o p r i a t e ,  s o  t h e  s c h e d u le  o f  d e t e r m in i n g  p r i c e s  m a y  b e  s h o r t  a i e d
41 1 3 1 3 3 1 D e la y ' o r  r e v ie w in g
D e la y ' o f  r e v i e w in g  S L  p l a n  m ay ' c a u s e  a d d i t i o n a l  w o r k i n g  d a y s  b e c a u s e  t h e  p r o j e c l  m a n a g e r  w i l l  n o t  b e  in  g p o d  c o n d i t i o n  
o f  h e a th
*
4 2 1 3 1 3 3 2
C h a n g e s  o f  a v a i la b le  lo c a l  io n s
S e le c t e d  lo c a t i o n s  in  S L  p l a i  m a y  b e  n o t  a v a i la b le  a n d  a p p r o p n a t e  N e w  lo c a t i o n s  w il l  b e  r e q u i r e d  t o  b e  p r o p o s e d  in  D S  
p l a n
X
D e la y  * o r  r e s e a r c h i n g  l o c a t i o n T h e  r e s e a r c h i n g  d a t a  a n d  a n a ly  s is  f o r  a  b u s in e s s  l o c a t i o n  m a y  b e  d e la y  e d  b e c a u s e  o f  c o l l e d i n g d a i a X
C h a n e g s  o f  l o o l s lT ie  l o o l s  t o  a s s e s s  l o c a t i o n s  m a y  n o l  b e  a p p r o p r i a t e ,  a n d  r e - a s s e s s  m a i l  w in  b e  r e q u i r e d V
4 4 1 3 1 3 4 1 D e la y  o f  re v ie w  m g
D e la y  o f  r e v i e w in g  S L  p l a n  m a y  c a u s e  a d d i t io n a l  w o r k i n g  d a y s  b e c a u s e  t h e  p r o j e c t  m a n a g e  w ill  n o t  b e  in  g o o d  c o n d i t i o n  
o f  h e a th
X
4 5 1 3  1 .3 .4  2
D e la y  o f  a n a l y s i s  f o r  t h e  p r o m o t i o n
D e v e lo p in g  a n d  s e le c l  in g  p r o c e s s e s  o f  t h e  p r o m o t i o n  m a y  n e e d  a d d i t i o n a l  d a t e s  b e c a u s e  o f  t h e  d e l a y s  o f  a n a ly s e s  f o r  th e  
p r o d u c t ,  t h e  p r i c e ,  a n d  t h e  p l a c e
X
A d j u s l m e n l  o f  p r o m o t i o n a l  e i  e n t s
T h e  p n m a r y  c o n t r a c t o r  o f  a  b a k e r y  m  S L  p l a n  m a y  n o t  a g re e  w i th  p r o m o t i o n a l  e v e n t s  S o ,  p r o m o t i o n s  m a y  n e e d  
a d d i t i o n a l  w i n k i n g  d a y s  l u  i d l e d  t h e i r  f e e d b a c k
X
N o  c h a n g e  o f  p r o m o t i o n
T h e  p r o m o t i o n  e v e n t s  in  S L  p l a n  m a y  b e  a p p r o p r i a t e ,  s o  t h e  s c h e d u l e  o f  d e t e r m in i n g  p r o m o t i o n s  m a y  b e  s h o r t e n e d
X
4 6 1 3 2
D e la y  o f  u p d a t e * T h e  u p d a t e  o f  S T P  a n a l y s i s  n e e d s  n d d ih o n a j  w  a c t i n g  d m . s  b e c a m e  o f  c o m p l i c a t e d  d a t a  a n d  in f o r m a t i o n X
D e la y  o f  u p d a t e s
T h e  u p d a t e  o f  M a r k e t i n g  M i x  a i a f y  s i s  ( 4 P s )  n e e d s  a d d i t io n a l  w o r k i n g  d a y  s  b e c a u s e  o f  c o m p l i c a t e d  d a t a  a n d  in f o r m a t i o n
X
4 7 1 3 3
C h a n g e s  in  S T P  a n a ly s i s
D e v e l o p i n g  a  m a r k e t in g  s t r a t e g /  m ®  b e d e l a y e d  b e c a u s e  o f  r e f le c t  m g  c h a i n s  o f  u p d a t e s  in  S T P  o i a l y s i s
X
C h o m p s  in  m a r k e t in g  m ix  a n a ly s i s  ( 4 P s )
D e v e lo p in g  a  m a r k e t in g  s t r a t e g .1 m a y  b e  d e la y  e d  b e c a u s e  o f  r e f l e c t i n g  c h a i g e s  o f  u p d a t e s  in  m a r k e t in g  m ix  a n a ly  s i s  ( 4 P s j
X
4 8 1 3 4 l . a l c  s u b m i s s io n S u b m is s io n  m a y  b e  l a t e  b e c a u s e  o f l a i e  c o m p le t io n  o f  m a r k e t in g  s t r a te g y X
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Task
No.
Q ualitative Risk Assessm ent Project
Estimation
Q uantitative Risk A ssessm ent
ProhsH lity
(1=low, 
3=M oderate, 
5=High)
Impact
(l=1ow,
3=M oderate, 
5=HieJi)
Risk le t e l
Most
Likely
Duration
lik e lih o o d  
o f R isk  
Occurrence
(%)
Occurrence 
o f Risk
(Type
Yes/No,
Record
directly)
Risk Result o f Risks
Duration O ptim istic D until on
(w ont case o f  risk 
consequence, after reflecting 
risk response)
N
21
6-20 =  
Moderate,
Best
Case
1
1
(worst case o f  risk 
consequence)
Day Day Day Day Day
4 1 1 1 Low 5 10% N o 0 1 6 5
5 3 2 6 Moderate 5 5% No 0 1 6 5
6 3 2 6 Moderate 80 20% No 0 1 81 80
8 3 4 12 Moderate 25 30% No 0 2 27 25
9 3 4 12 Moderate 25 30% No 0 1 26 25
10
3 4 12 M oderate 50% No 0 2
65 602 3 6 Moderate 60 15% No 0 1
3 3 9 Moderate 50% No 0 2
20
4 5 20 Moderate 50% 0 i
46 414 5 20 M oderate 41 40% 0 3
3 5 15 Moderate 10% No 0 1
23 4 5 20 Moderate 35% No 0 2 11 8
2 3 6 M oderate 15% No 0 1
24
3 3 9 M oderate 40% No 0 2
11 3
2 4 8 Moderate 50% No 0 2
1 4 4 Low 5% No 1 ■-1 0
3 3 9 M oderate 40% No 0 1
25 3 4 12 Moderate 3 10% No 0 l 4 3
27
l 5 5 Low 5% No 0 1
5 j
2 5 10 M oderate 10% No < 1 0
3 4 12 M oderate 15% No 0 l
3 3 9 M oderate 15% No 0 1
28
2 4 8 Moderate 25% No 0 1
7 33 3 9 M oderate 5 30% No 0 1
1 3 3 Low 5% No 0
29 2 4 8 Moderate 25% No 0 1 4 22 3 6 Moderate 15% No (1 1
31 3 3 9 Moderate 25% No 0 1 4 2
2 3 6 M oderate 15% No 0 1
32 3 4 12 M oderate 3 25% No u 1 4 3
35 1 3 3 Low 1 25% No 0 1 2 ■
36 2 5 10 M oderate 4 25% No 0 ■ 5 3
3 3 9 M oderate 40% No 0
38 1 3 3 Low 1 10% No 0 1 2 1
39
3 5 15 Moderate 30% No 0 1
6 32 5 10 Moderate 4 25% No 0 1
3 3 9 Moderate 40% No 111 0
4] 1 3 3 Low 1 10% No 0 1 2 1
2 4 8 Moderate 10% No 0 1
7 442 3 4 12 Moderate 4 20% No 0 1
2 5 10 Moderate 25% No 0 I
44 1 3 3 Low 1 10% No 0 1 2 1
3 3 9 M oderate 20% No 0 1
7 345 3 3 9 Moderate 4 50% No 0 2
3 3 9 Moderate 40% No 0
46 2 4 8 M oderate 50% No 0 1 52 50
2 4 8 M oderate 50% No 0 1
47 3 5 15 M oderate 30% No 0 1 12 10
3 5 15 Moderate 30% No 0 1
48 1 5 5 Moderate 2 10% No 0 1 3 2
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Appendix D. 2. Risk Response
i M k
No.
Risk Response
V i h h i w  K ltl>  J* h ****-'**4n -k i I V * « i « n i i i  » I ' n s i l m  M ick  i O n j i i r l u m l v J
S r l f c l i o n  of 
Strategy 
1 Avo*1 T ra n s  Per, 
M  A x r e p l )
Description Effect on Duration
5 n  l« li« »  of 
Strategy D e i e r i p t i o o Effect on D u r a t i o n
Specific Actions D ay Desorption S t o ro ,  A c c e p t* Specific Actions D a y D e s c r ip t io n
4 M it ig a t e D o  o v e r t i m e  t o  r e v ie w  f o r  S L  p la n Im p a c t o f  n s k  c o n s e q u e n c e  c a t  h e
5 M i t i ^ i e C o n d u c t  p e e r  r e v ie w s  1 f  a d d il io n a l w o r k  i s  in e v ita b le , d o  o v e r t im e I m p a c t  o f  r is k  c o n s e q u e n c e  c a i  b e
6 M i t ig a t e D o  o v e r t im e  t o  u p d a te  s c o p e  c h a n g e I m p a r t  o f  n s k  t o m e q u a i t c  t a n  lie
8 M  i t ig a te
D o  o v e r t i m e  t o  u p d a te  s u b s id i a r y  p la n s I m p a c t  o f  r i s k  c o n s e q u e n c e  c a n  be 
r e d u c e d  u p  l o  o n e  w o rk i n g  d a y
9 A c c e p t A c c e p t  n s k  b u t c o r r e c t  a v a c tly  to  p r e v e n t  a d d it io n a l  w o rk  try p e e r  r e v ie w s 0 A c c e p t  r isk
10
M il ig A c
D o  o v e r t i m e  t o  u p d a te  c h ro g p s  fo r  rc b a se l in in g I m p a c t  o f  r i s k  c o n s e q u e n c e  c a n  be 
r e d u c e d  u p  t o  o n e  w o rk i n g  d a y
M it ig a t e
M e c t  o r  c o n ta c t  i in m c tia tc ly  t o  g e t  f e e d b a c k s
m
I m p a c t  o f  r is k  c o n s e q u e n c e  c a n  b e  
r e d u c e d  u p  l o  o n e  w o rk i n g  d a y
M i t ig a t e
D o  o v e r t i m e  f o r  d o c u m e n ts ,  c o n d u c t  p e e r  r e v ie w s ,  h a v e  m e e t in g  w i th  p ro je c t  
a d v is o r
I m p a c t  o f  r i s k  c o n s e q u e n c e  c a n  b e  
r e d u c e d  u p  i o  o n e  w o rk i n g  d a y
2 0
M it ig a t e
G e t  f e e d b a c k  f ro m  th e  p r o je c t  a d v is o r  t o  d i s c u s s  a p p r o p r i a t e  d a ta  a n d  l o o k 1 n ip  a c t  o f  r is k  c o n s e q u e n c e  c a n  b e  
r e d u c e d  u p  l o  t h r e e  w o r k i n g  day
M i t ig a t e
D is c u s s  c h a n g in g  s c o p e  w i t h  th e  p r o j e c t  a d v is o r I m p a c t  o f  r is k  c o n s e q u e n c e  c a i  b e  
r e d u c e d  u p  i o  f iv e  w o r k in g  d a y s
A c c e p t
A c c e p t  r i s k  b u t  r e - c o l le c t  d a la  e x a c tly  t o  p r e v e n t  a d d it io n a l  w o rk
0
C o n d u c t  t h e  a d d it io n a l  r e s e a r c h e s  
b y  w o r k i n g  o v e r t im e
2 3
M it ig a t e
G e l  f e e d b a c k  f ro m  t h e  p r o j e c t  a d v is o r  to  d is c u s s  a p p r o p r i a t e  d a ta
• ll
I m p a c t  o f  r is k  c o n s e q u e n c e  c a n  b e  
re d u c e d  u p  t o  o n e  w o rk i n g  d a y
M it ig a t e
M e d  o r  c o n ta c t  u n m e t  la te ly  t o  g e t f e e d b a c k s i l l 1 m p  a c t  o f  r i s k  c o n s e q u e n c e  c a r  b e  
r e d u c e d  u p  t o  o n e  w o rk i n g  d a y
2 4
M i t ig i t c
D o  o v e r t im e  i o  c o lle c t  d a t a 1 m  p  ac  t  o f  n s k  c o n s e q u e n c e  c a i  b e  
re d u c e d  u p  l o  o n e  w o rk i n g  day
M  it ig j lc
G e l  f e e d b a c k  fro m  lire  p r o je c t  a d v is o r  l o  d i s c u s s  t h e  p r o j e c t  s c o p e I m p a c t  o f  r is k  c o n s e q u e n c e  e « i  b e  
r e d u c e d  u p  l o  t w o  w o rk i n g  d a y s
A c c e p t a s s e s s  th e  d a t a
im jT T E tT jfr sk
c o n s e q u e n c e  c a n  
b e  r e d u c e d  u p  t o
M i t ig a t e
G e t  f e e d b a c k  fro m  Lhe p r o j e c t  a d v is o r  t o  d i s c u s s  d a t a  c o l lo d io n I m p a c t  o f  n s k  c o n s e q u e n c e  c a r  b e  
r e d u c e d  u p  ( o  o n e  w o rk i n g  d a y
2 5 A c c e p t A c c e p t  r is k  b u t  d is c u s s  w i th  th e  p r o j e c t  a d v i s o r  Lo p r e v e n t  t h e  s a m e  i s s u e 0 A c c e p t  r is k
2 7
M it ig a t e
G e l  fe e d b a c k  fro m  lh e  p r o j e c t  a d v is o r  l o  o s s c s s  c a p a b i l i t i e s I m p a c t  o f  r is k  c o n s e q u e n c e  c a n  b e  
r e d u c e d  u p  to  o n e  w o rk i n g  d a y
A c c e p t
A c c e p t  n s k  b u t  r e ­
a s s e s s  t h e  d a ta
I m p a c t  o f  r is k  
c o n s e q u e n c e  c a n  
b e  re d u c e d  u p  t o
M it ig a t e
f 'o n tk ic t  H u n ic d ia ic N  t o  c o l k t f  ( la ta I m p a c t  o f  n s k  c o n s e q u e n c e  c a r  b e  
r e d u c e d  u p  l o  o n e  w o r k i n g  d a y
M i t ig a t e
M e e t o r c o n i a c t  im m d ia t c ly  t o g d  f e e d b a c k s I m p a c t  o f  rin k  c o B se q w e n M  a r t  lie
r e d u c e d  u p  lo  o n e  w o rk i n g  d a y
2 8
A v o id Ig n o re  lh e  d a ta  o r  c o m p e l  M ore b u t  re s e a r c h  n e c e s s a r y  d a la 0 N o  c h a m p s  o f  s c h e d u le  are
M it ig a t e
M e e t  o r  c o n ta c t  in u n e t ia le ly  t o  g u t f e e d b a c k s I m p a c t  o f  r is k  c o n s e q u e n c e  c a i  b e  
r e d u c e d  u p  l o  o n e  w o r k in g  d a y
E v p lo il
E x p lo i t  a n d  r e ­
a s s e s s  d a ta
I m p a c t  o f  risk  
c o n s c q u c n e c  c a n  
b e  r e d u c e d  u p  l o
29
A c c e p t A c c e p t  r is k  buL  d i s c u s s  w i th  1 lie  p r o je c t  adv i s o r  l o  p r c i  e n l  t h e  s a m e  i s s u e 0 A c c r a  l r is k
M it ig a t e
M e e t  o r  c o n t r o l  i l l tm c tu i ld v  t o  ge t I w d l u c k l
"
I m p a c t  o f  r i s k  c o n s e q u e n c e  c a r  b e  
re d u c e d  u p  t o  o n e  w o rk i n g  day
31
M i t i g ^ c
G d  te e d  b a c k  f ro m  t h e  p r o j e c t  a d v is o r  lo  d is c u s s  s e p n e n t s 's  b e n e f i t im p a c t  o f  n s k  c o n s e q u e n c e  c a r  b e  
r e d u c e d  u p  t o  o n e  w  o r k in g  day
M  itig a te
M e d  o r  c o n ta c t  im m c tt a ie ly  t o  g s t  f e e d b a c k s 1 n rp a c t  o f  n s k  c o n s e q u e n c e  c an  be  
re d u c e d  u p  l o  o n e  w o rk in g  d a v
32 A c c e p t
A c c e p t  r is k  b u t  d i s c u s s  w i t h  Lhe p r o j e c t  a d v is o r  t o  p r e p a r e  f o r  p o s i t i o n in g  
C O n c ip t
0
A c c e p t  n s k
© 2015, Scott You
Project Management Department, University of Alaska Anchorage
-21 -
l a n k
N o .
R i s k  R e s p o n s e
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Appendix E. 1. Stakeholder Register
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p h o n e :  9 0 7 - 7 8 6 -1 9 2 3 , e m a il  
rk h u lir< j> u a a  a l a s k a  e d u
3 L u A n n  P i c c a r d U A A
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P P M s  th ro u g h  P M 6 8 6 A  a n d  P M  6 8 6 B
C o n t in u o u s  u p d a t e s  a n d  s u b m i s s io n  o f  th e  
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P P M s  t h r o u ^ i  P M 6 8 6 A  a n d  P M  6 8 6 B
C o n t in u o u s  u p d a te s  a n d  s u b m i s s io n  o f  t h e  
c o u r s e  d e l i i  U ta h  l e t  im  s c h e d u le d  m  th e  
c o u r s e s  o f  P M  6 8 6 A  a n d  P M 6 8 6 B
C o u c h in g ,  f e e d b a c k  a n d  
a s  s e c s  s  m e n  t  i n p u t
N A
4
c o u r to  d e liv e r a b le *  f o r  P M  A S iA  a n d
P M 6 8 6 B ,  a n d  c o n t in u o u s  u p d a t e s  o f  t h e  
p r o j e c t
C o m p le t io n  o f  C a p s t o n e  p r o j e c t ,  i n te r im  
P P M s  th r o u g h  P M 6 8 6 A  a n d  P M  6 8 6 B
C o n t in u o u s  u p d a t e s  a n d  s u b m i s s io n  o f t b c  
c o u t h i  i k l i v c r a l t k t  a n  e r i i c d i i k d  m  Ih c  
c o u r s e s  o f  P M 6 8 6 A  a n d  P M 6 8 6 B
C o a c h i n g ,  fe e d b a c k  a n d  
a s s e s s m e n t  i n p u t
N A
5
B u s i n e s s  su c c o u r  a n d  b u ’. u u n  m n re k e t in g
s t r a te g y
C o m p le t io n  o f  t h e  p r o j e c t S u c c v is f u l  o p e n in g  o f  n e w  b u tm c v i n o  d e la y  o f  u h c d u i c .  n o
c o s t  o v e r r u n s
W ife  o f  p r o j e c t  m a n a g e r
E x t e r n a l
S l a k e h o l i f e r t
6
I R B  r e q u i r e m e n t s  (o o n s e u l  f o n n ,  I R B  
p r o p o s a l  f o rm .  I R B  a c c o u n t ,  I R B  t r a in in g )
I R B  r e q u i r e m e n t I R B  r e q u i r e m e n t s  m e e t  1K B  c o d e V L o lo a tio n  o f  I R B  c o d e lo c a te d  a t  U A A
7 N  A  ( o n ly  r e g a rd e d  a s  c o m p le t i t o r ) N A  ( o n l y  re g a rd e d  a s  c o m p le t i t o r ) F a i lu r e  o f  D S p l a n S u c c e s s  o f D S p l a n P o t e n t i a l  C o m p e t i t o r
8 N A  ( o n ly  r e g i n l c d  a *  c m n p k t i t o i ) N A  ( o n ly  r e g a rd e d  a s  c o m p le t i t o r ) F a i lu r e  o f  D S p l a n S u c c e s s  o f  D S  p  Ian P o tc n lK i l  C o m p e t i t o r
9 N A  ( o n ly  t c p u i k d  in c o m p  I d  it o r ) N A  ( o n ly  r e g a rd e d  a s  c o m p le t i t o r ) F a i lu r e  o f  D S p l a n S u c c e s s  o f  D S  p la n P o t e n t i a l  C o m p e t i t o r
10 N A  ( o n ly  r e g a rd e d  a s  c o m p l e t i t o r )
N A  ( o n ly  r e g a rd e d  a s  c o m p le t i t o r ) F a i lu r e  o f  D S p l a n S u c c e s s  o f  D S  p la n P o t e n t i a l  C o m p e t i t o r .  
C h i n e s e  o w n e r
II N A  (o n ly  r e g a rd e d  a s  c o m p l e t i t o r )
N A  ( o n ly  r e g a rd e d  a s  c o m p le t i t o r ) F a i lu r e  o f  D S p l a n S u c c e s s  o f  D S  p la n P o t e n t i a l  C o m p e t i t o r ,  
K o re a n  o w n e r
12 N  A  ( o n ly  r e g i r d e d  a s  c o m p le t i t o r ) N A  ( o n ly  r e g a rd e d  a s  c o m p le t i t o r ) F a i lu r e  o f  D S  p  Inn S u c c e s s  o f  D S  p  Ian P o t e n t i a l  C o m p e t i t o r
13 M a r k e t in g  s t r a l c g y  f o r  D S  p l a n
E x c h a n g e  a p p r o p r i a t e  d a t a  o f  m a r k e t  r e s e a r c h S u c c e s s f u l  o p e n in g  o f  n e w  b u s in e s s D e la y  o f  c o m m u n ic a t io n P r im a r y  c o n t r a c t o r  
( b a k e r y )  in  S L p l a n
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Classification (relationship and ability to impact project)
Stakeholder
No.
Classification 
(Powcr/lntcrcst, 
Hi^i, Medium, 
Low)
Impact (Manng: 
closely, Keep 
satisfied, Keep 
informed, monitored)
Priority
(1-5: 1 = L,2-4 
= M, 5 = H)
Current 
Level of 
Support
Desired level 
ofsupport
Current Level of 
Reeeptiveness
Desired level of 
Reeeptiveness
Urgency
Value Action
Internal
Stakeholder
1 H/H M anags closely 5 5 5 5 5 V5 A5
2 H/H Manage closely 5 5 5 5 5 V5 A4
3 H/H Manage closely 4 4 4 3 3 V5 A3
4 H/H M ana^ closely 4 3 3 3 3 V5 A3
5 H/H M ana^ closely 5 5 5 5 5 v s A5
External
Stakeholder
6 H/L Keep Satisfied 3 3 3 3 3 V3 A2
7 L/L Monitored 1 3 3 1 1 VI A1
8 L/L Monitored ] 3 3 1 1 VI A 1
9 L/L Monitored 1 3 3 l 1 VI A 1
10 L/L Monitored 1 3 3 1 1 VI Al
11 L/L Monitored 2 1 3 1 1 VI Al
12 L/L Monitored 1 3 3 1 1 VI Ai
13 L/H Keep Informed 3 4 4 4 4 V3 A2
Lewi Description
Support
5 Active Support: provides positive support mid advocacy for the activity
4 Passive Support; inipportiverbut nol actively supportive
3 Neutral: it neither opposed nor supportive
2 Passive Opposition: will moke ne^tive statements about the activity, but not do anything to affect its success or failure
1 Active opposition, is outspoken about opposition to tlto activity, and may even act to promote failure or affect success
Rerepllw M H
5 1 li|di: eager to receive information
4 M odium will agree lo  receive in format inti
3 A mbivnlctil; may agree loTcecive information
2 Naiirti crested: not prepared to receive information
1 Completely uninterested: emphatically refuses to receive information
U rgency Legend
Value Action
V5 1 las u great personal stake in the work's outcome A S W ill go to any length to influence outcomes
V4 Work's outcome is important to se lf o r the organization. A 4 W ill make a significant effort to influence outcomes
V3 1 las some direct stake in the work's outcome A3 M ay  he prepared to influence the outcomes
V2 Has an indirect stake in lhe work's outcome A 2 has the potential to influence outcomes
V I Lim ited or no stake in the work's outcome A l Is un like ly to attempt to influence outcomes
© 2015, Scott You
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Appendix E. 2. Requirement Traceability Matrix (RTM)
Rcquacmcn
iN ft
Source 
(Sukuhukloi 
Nome, 
Reference 
Document, etc )
SukdtuUc 
r kegBlci
R e f e r e n c e
R e q u i r e m e n t  D e s c r ip t i o n
Keqiueincnl 
Cbvulcatrm  
1 but m e s a ,  
functional 
icgublny. 
e t c  )
P r io r i t y
W H S Wwk 
P a c k a g e  
K c f c i c n c u
Acceptance ( i i t c i t i
V a l id a t io n
m e th o d
K ak  KcyKior 
Reference
Key Dependences. 
Impacts. Constraints
Ownci
1
C o u r s e
d e l iv e r a b l e s  f o r  
P M 6 8 6 A  a m i  
P M 6 8 6 D
S c o t t  Y o u
P r o j e c t  m a n a g e m e n t  P a c k e t  
( P M P ) ,  C o u r s e  d e l iv e r a b l e s  Tor 
P M 6 8 6 A  a n d  P M 6 8 6 B
B u s i n e s s H An
C o m p le t io n  o f  
c o u r s e  d e l iv e r a b l e s  
f o r  P M 6 8 6 A  a n d  
P M 6 8 6 B
C o n t in u o u s
c h e c k  u p  
f o r  P M P
A ll
f o l l o w i n g  u p  c o u r s e  
s c h e d u l e  a n d  p r o j e c t  
s c h e d u le
S c o t t  Y o u
2 P P M s
S e o n g  D a e  
K i n
C o u r s e  d e l iv e r a b l e s  ( P P M s  a n d  
P M P )  f o r  P M 6 S 6 A  a n d  P M 6 S 6 B ,  
c o n t in u o u s  r e p o r t s  F or t h e  s t a t u s
u n d  t h e  p r o g r e s s
F u n c t io n a l H A ll
C o m p le l io n  o f  
c o u r s e  d e l iv e r a b l e s  
f o r  P M 6 8 6 A  a n d  
P M 6 8 6 B
C o n t in u o u s
f e e d b a c k
A ll
L a t e  s u b m i s s io n  o r  
o m is s io n  f o r  c o u r s e  
d e l iv e r a b l e s
S c o t t  Y o u
3 P P M s
L u A n n
P i c c a r d
C o u r s e  d e l iv e r a b l e s  ( P P M s  a n d  
P M P )  For P M 6 8 6 A  a n d  P M 6 8 6 B ,  
c o n t in u o u s  r e p o r t s  f o r  t h e  s t a t u s  
* n d  d i e  |M Ofpe.t& , Infotmuiatn 
a b o u t  p o te n t ia l  c o m p e t f io r s ,  
Jinlrficalion o f pk»c«
F u n c t io n a l H A ll
C o m p le l io n  o f  
c o u r s e  d e l iv e r a b l e s  
f o r  P M 6 8 6 A  a n d  
P M 6 8 6 B
C o n t in u o u s
f e e d b a c k
A l l
L a t e  s u b m i s s io n  o r  
o m is s io n  f o r  c o u r s e  
d e l iv e r a b l e s
S c o t t  Y o u
4 P P M s R o g e r  H u l l
C o u r s e  d e l iv e r a b l e s  ( P P M s  a n d  
P M P )  f o r  P M 6 8 6 A  a n d  P M 6 8 6 B ,  
c o n t n u o u s  r e p o r t s  f o r  t h e  s t a t u s  
a n d  t h e  p tu ^ p c s s
F u n c t io n a l H A ll
C o m p le l io n  o f  
c o u r s e  d e l iv e r a b l e s  
f o r  P M 6 8 6 A  a n d  
P M 6 8 6 B
C o n t in u o u s
f e e d b a c k
a h
L a t e  s u b m i s s io n  o r  
o m is s io n  f o r  c o u r s e  
d e l iv e r a b l e s
S c o l l  Y o u
5 E J E  J M a r k e t i n g  s t r a t e g y B u s i n e s s H A ll
C o m p le l io n  a n d  
c o n t in u o u s  r e p o r t
D i r e c t  
r e p o r t  f r o m  
p r o j e c t  
m a  n a t t e r
AO N A
S c c l t  Y o u
6 I R B  d o c u m e n t s I R B  b o a r d
f R B  r e q u i e m e n t s  ( c o n s e n t  f o r m ,  
[ R B  p r o p o s a l  f o r m ,  I R B  a c c o u n t ,  
I R B  tr a in in g )
F u n c t io n a l H All
P a s s  o f  I R B  r e v i e w A p p r o v a l  
e t t e r  f r o m
N A  ( b e c a u s e  
[ R B  b o a r d  
a p p ’- c r 'e d ,  
n o n e  h u m a n  
s u b j e c t  
r e s e a r c h )
N A
S c o l l  Y o u
7 K a l a d i  B r o t h e r s
K a l a d i
B r o lh c r s
N A  ( o n ly  r e g a r d e d  a s  
c o m p le t i to r )
N A  ( o n ly  
r e g a r d e d  a s  
c o m p le l i t o r )
L 1 3 1 2 1 2
N A  ( o n ly  r e g a r d e d  
a s  c o m p e t i t o r )
N A
1 .3  1 2 1  2  
1 .3 .1  2 2 2
N A
S c o l l  Y o u
* S t a r b u c k s S t a r b u c k s
N A  ( o n ly  r e g a r d e d  a s  
c o m p le t i t o r )
N A  (o n ly  
t e g a r d e d  a s  
c o m p le t i t o r )
L 1 3 1 2 1 2
N A  ( o n ly  r e g a r d e d  
a s  c o m p f e t i l o r )
N A
1 3  1 2 1 2 ,  
1 ,3 ,1  2 2  3
N A
S c o l l  Y o u
9
L o c a l  V e n d o r s  
( c o f f e e )
L o c a l
V e n d o r s
( c o lT e e )
N A  ( o n ly  r e g a r d e d  a s  
c o m p le l i t o r )
N A  ( w i ly  
r e g a r d e d  a s  
c o m p le l i t o r )
L 1 3  1 2 .1  2
N A  (o n ly  r e g a r d e d  
a s  c o m p e t i t o r )
N A
1 3  1 2  1 2 ,  
1 3 .1  2 2 4
N A
S c o l l  Y o u
1 0 C h a r l i e 's  B a k e r y
C h a r l i e 's
B a k e r y
N A  ( o n ly  r e g a r d e d  a s  
c o m p le t i t o r )
N A  ( o n ly  
r e g a r d e d  a s  
c o m p k i t i t o r )
L 1 3 1 2 1 2
N A  ( o n ly  r e g a r d e d  
a s  c o m p e t i t o r )
N A
1 3 1 2 1 2 ,  
1 ,3 ,1 ,2 .2 .5
N A
S c o t t  Y o u
11 Y u m m y  B a k e r y
Y u m m y
B a k e r y
N A  ( o n ly  r e g a r d e d  a s  
c o m p le t i t o r )
N A  (o n ly  
r e g a r d e d  a s  
c o m p le t i t o r )
L 1 3 1 2 1 2
N A  (o n ly  r e g a r d e d  
a s  c o m p e t i t o r )
N A
1 .3  L 2 .1  2 ,  
1 . 3 . 1 . 2 2 6
N A
S c o t t  Y o u
1 2
L o c a l  V e n d o r s  
( b a k e r y )
L o c a l
V e n d o r s
( b a k e r v )
N  A  ( o n ly  r e g a r d e d  a s  
c o m p le l i to r )
N A  ( o n ly  
r e g a r d e d  a s  
c o m p le t i to r )
L 1 3 .1 .2  1 .2
N A  ( o n ly  r e ^ r d e d
a s  c o m p e t i t o r )
N A
I 3  1 . 2 1 . 2 ,  
1 ,3  1 2 2 7
N A
S c o t t  Y o u
13
S u n g  S im  D a n g  
B a k e r y
S u n g  S im  
D a n g  
B a k e r y
M a r k e t i n g  s t r a t e g y  f o r  D S  p la n B u s i n e s s M
1 3 .1  1,
1 3 3
S u c c e s s f u l  
c o m m u n ic a t i o n  o f  
m a r k e t  r e s e a r c h  
d a l a  a n d  m a r e k tm g  
s t r a t e g i e s
C o n t in u o u s
f e e d b a c k
1 . 3 .1 .2 ,2 1
D e l a y  o f  c o m m u n c a l to n  
b e c a u s e  o f  t i n e  
d i f f e r e n c e  b e t w e e n  
S o u t h  K o r e a  a n d  t h e  
U S
S c o t t  Y o u
Priority Criteria ___ __________________________________________________________________________________________________________
Sm U Iu iMow who lia>c high puna  anil high tntcnul Iw e  hghct pnom> m RTM, and itokcboklcn who tia\o Uiebct power and tower tmcicn u n « f t  mycnani than iialchotdcrc nlio ha\ c Unwr pow<i and btclict mtcttM 
otiuirlm ldcu who lwnc «anv fciclofp 'm ti anil mlcicn  n pmnm^d witli n y x i  io »chaintc tonanl thc pn>jci:i__________ ___________________ ___ _________________ _____ _
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Appendix E. 3. Stakeholder Power/interest Grid
A
High
Power
Low
(A )
Keep Satisfied
O  . O
^ ( B )
Manage Closely _
(D )
Monitored
(C)
Keep Informed
Low Inte
-----------------------------------^
re s t High
Classification Legend
ScottYou (project manager)
Seong Dae Kim
LuAnn Picard
Roger Hull
E.J (project sponsor)
IRB board 
All competitors
__________________________________________ Description_______________________________
Hither Power High Interest: this stakeholder must be managed to keep them closely during this project 
Hither Power Lower Interest, this stakeholder must be managed io keep them satisfieddunnt this proitct 
Lower Pow er Hither Interest: this stakeholder must be maimed so keep them informed during this project 
Lower Power Lower Interest: this stakeholder must be managed to keep them monitored during this project
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Appendix E. 4. Stakeholder Engagment Matrix
Stakeholder
No. List
Current
S u p p o r t
Iksired
S u p p o r t
Current
Reeeptiveness
Desired 
Receptive ness Comments
1 Scott You 5 5 5 5 Project Manager
2 Seong Dae Kim 5 5 5 5 Project Advisor
3 LuAnn Piccard 4 4 3 3 Committee member
4 Roger Hull 3 3 3 3 Committee member
5 E.J. 5 5 5 5 Project Sponsor
6 IRB Board (UAA) 3 3 3 3 IRB
7 Kaladi Brothers 3 3 1 1 Potential competitor
8 Starbucks 3 3 1 1 Potential competitor
9 Local Vendors (coffee) 3 3 1 1 Potential competitor
10 Charlie's Bakery 3 3 1 1 Potential competitor
11 Yummy Bakery 1 3 3 1 Potential competitor
12 Local Vendors (bakery) 3 3 1 1 Potential competitor
13 Sung Sim Dang Bakery 4 4 4 4 Primary conlracor in SL plan
Tiblci o f  S ta k e h o ld e r  E n g a g e m e n t!
X X X ■
X X X X X
X X X X X
X X X X X
X X X X X
'± 3
X X 5 V ©X X x X sX X X X XX X X X XX X X X X
i : 3 i j 
Reeeptiveness
Scott You
1 2  3 - 2 5  
Reconvenes*
S erai Dae Kira
5
4
3 X X
X X Xt X X X1 2 3 4 5
'
X
X
Reeeptiveness 
IRB Board
1 2 3 4 5 
Reeeptiveness
Kaladi Brothers
5 5
4 t: 4
3 £_CL 3 ©A X V i 2 X
1 X
1 A 3 4 5 1 2 3 4 5
Reeeptiveness
Local Vendors 
(coffee)
Reeeptiveness
Local Vendors 
(bakery)
X X aX X X
X X X
X X X
1 2 3 4 5 
Reeeptiveness
LuAnn Piccard
§ 5 C&
1 2 3 4 3 
Reeeptiveness
Starbucks
X •• X ©
I 1 X X
X X X X
1 X X 1
1 2 3 4 3 
Reeeptiveness
Sung Sim Dang 
Bakerv
3
£ 4 
& 3
CA 2
i
X X w
X l X
X X 1
1 2  3 4 5 
Receptivaess
Ror« Hull
X
X
1 2 3 4 5 
Reeeptiveness
Charlie > Baker.*
«  4
I  3
X X X X ©X X X X XX X X X X
X X X X Y
X X X X X
1 2 3 4 5 
Reeeptiveness
E.J
{Yl
X
1 2 3 4 5
Reeeptiveness
Yummy Bakery
' Q :  Targeted Support and Reeeptiveness >
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—  - Lewi Description
Support
5 Active Support: provides positive support and advocacy for the activity
4 Passive Support: supportive, but not actively supportive
3 Neutral: is neither opposed nor supportive
2 Passive opposition: will make negative statements about the activity, hill not do anything to affect its success or failure
1 Active opposition: is outspoken about opposition to the activity, and may even act to promote failure or affect success
Reeeptiveness
5 High: eagpr to receive informal ion
4 Medium will agree to receive information
3 Ambivalent may agree to receive information
2 Not interested: not prepared to receive informal ion
I Completely uninterested' emphatically refuses to receive information
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You_DS Plan_schedule
ID TaWBS
Mt
€
Task Name Duration Start Finish %
Comple
T
! Dec 7, '14 | Dec 28, '14 | ! Ja 
p i s  S M T 1 W
J w  1 12/8/14 4/29/15 ion%
Dang Bakery & Latte Art Espresso Coffee Shop 
Plan (DS Plan)
2 Start Project 0 days 12/8/14 12/8/14 100% ♦  12/8
J w l l PM 12/8/14 4/21/15 100%
4 V ’o r I.2.1 Review SL Plan 5 days 12/8/14 12/12/14 100% 3L—  100%
5 1.2.2 Document project abstract 5 days 12/15/14 12/19/14 100% 100%
^ ■ 5  1-2.3 T T J  n f ,  i i r -  i - i - , t  n l . t i - . i t
^  . - =L
6 UpUalc project aDSlliiCl
7 V  * 5 1.2.4 
^ ■ 5  12.4.1
Document Project Management Plan
Document Subsidiary Project Plans
85 days
25 days
12/15/14
12/15/14
4/10/15
1/16/15
10 0%
100%
l  -  —
8
9 V ^ q l-2 .4 .2 Document Change Control Management Plar 25 days 12/15/14 1/16/15 I005o * ------------------------------------------------------  1C
10 ■ F l.2.4.3 Update PM Changes by Change Control Proi 60 days 1/19/15 4/10/15 100% '’5
11 ^ ^ 1 .2 .5 Prepare and Submit Course Deliverables 63 days 1/23/15 4/21/15 10 0%
12 V '-?1 .2 .5 .1 Prepare and Submit PPM#1 10 days 1/23/15 2/5/15 100%
13 ^ • ■ f I.2.5.2 Prepare and Submit PPM#2 15 days 2/9/15 2/27/15 100%
14 ^■ 5 1 .2 .5 .3 Prepare and Submit PPM#3 15 days 3/2/15 3/20/15 100%
15 ..-* M .2.5.4 Prepare and Submit PPM#4 15 days 3/23/15 4/10/15 100%
16 v ^ l . 2 . 5 . 5 Conduct Final Oral Defenses 2 days 4/13/15 4/14/15 100%
17 V - q l . 2.5.6 Submit Final Deliverables 5 days 4/15/15 4/21/15 100%
Critical Finish-only Manual Summary r
Critical Split Duration-only Project Summary
Critical Progress
Task Baseline Split . ........ External Milestone
Split Baseline Milestone <•' Inactive Task
Inactive Milestone
T
Start-only Summary 1 “ 1 Deadline
Page 1
You_DS Plan_schedule
ID Ta WBS 
M(i
6
Task Name jD u ra tion  Start Finish %
Comple Dec 7, '14 1 Dec 28, 14 j Ja 
T F 1 S S M T W
18 V ^ l - 3 Market Research & Analysis 62 days 1/26/15 4/21/15 10 0%
19 1-3.1 Conduct Market Research and Analysis 45 days 2/2/15 4/3/15 1 0 0%
20 ^/BP 1.3.1.1 Collect Market Research Data 35 days 2/2/15 3/20/15 100%
21 ^■qi-3.1.2 Conduct segmenting, targeting, and 
positioning (STP) Analysis
23 days 2/19/15 3/23/15 100%
22 s/aqu.i.2.1 Segment markets 13 days 2/19/15 3/9/15 10 0%
23 . , '■ 5  1.3.1.2.1. Segment markets by customers' attribu! 8 days 2/19/15 3/2/15 100%
24 V  b p  1.3.1.2.1.. Research competitors' customers 6 days 2/27/15 3/6/15 100%
25 V* BP 1.3.1.2.1.. Determine business customers 3 days 3/5/15 3/9/15 100%
26 ■^aql.3.1.2.2 Determine targeted segments 8 days 3/9/15 3/18/15 1 0 0%
27 V *B 5 1.3.1.2.2. Assess and define new business' key 
success factors
2 days 3/9/15 3/10/15 100%
28 V*B5l.3.1.2.2. Research competitors' key success 
factors and capabilities
5 days 3/10/15 3/16/15 100%
29 V 'B S  1-3.1.2.2. Select segments to be targeted 2 days 3/17/15 3/18/15 100%
30 s /  BP 1.3.1.2.3 Determine positioning of a business 5 days 3/17/15 3/23/15 10 0%
31 V*BP 1.3.1.2.3. Identify differential segments' benefits 2 days 3/17/15 3/18/15 100%
32 V 'b j; 1.3.1.2.3. Develop positioning concept of a busir 3 days 3/19/15 3/23/15 100%
33 v^ Bq 1.3.13 Conduct Marketing Mix Analysis for 
Product, Price, Place, and Promotion (4Ps)
5 days 3/30/15 4/3/15 100%
34 V ' b p I.3.1.3.1 Determine products 5 days 3/30/15 4/3/15 100%
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35 1.3.1.3.1. Review products in SL Plan 1 day 3/30/15 3/30/15 100%
36 ^■51.3.1.3.1.: Examine and propose products 4 days 3/31/15 4/3/15 100%
37 s / * 5 13.1.3.2 Determine prices of products 5 days 3/30/15 4/3/15 100%
38 ^ ■ 6  1.3.1.3.2. Review prices in SL Plan 1 day 3/30/15 3/30/15 100%
39 ^ ■ 5  1.3.1.3.2. Examine and propose prices of producl 4 days 3/31/15 4/3/15 100%
40 V  ■51.3.1.3.3 Determine places of new business 5 days 3/30/15 4/3/15 100%
41 < ^ ■ 5  1.3.1.3.3. Review selected locations in SL Plan 1 day 3/30/15 3/30/15 100%
42 ^■ 51.3 .1 .3 .3 . Examine and propose locations 4 days 3/31/15 4/3/15 100%
43 V -51.3.1.3.4 Determine promotion(s) 5 days 3/30/15 4/3/15 10 0%
44 ■ 5  1.3.1.3.4. Review promotional events in SL Plan 1 day 3/30/15 3/30/15 100%
45 ^■ 51-3.1.3.4. Examine and propose promotional eve: 4 days 3/31/15 4/3/15 100%
46 ^ ■ 5 1 .3 .2 Update changes in market research and analysis 50 days 1/26/15 4/3/15 100%
47 13.3 Develop and document Marketing Strategy 10 days 4/6/15 4/17/15 100%
48 1.3.4 Prepare and Submit Marketing Strategy 2 days 4/20/15 4/21/15 100%
49 ^ ■ 5 1 .4 Complete Project 1 day 4/29/15 4/29/15 100%
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Name:___Scott You__________________________  Date:____ Jan 23 2014_______________________
Project Title: Developing Marketing Strategy by Market Research and Analysis for SSD & LA Project
One Page PM  686B Project Status Report Dashboard
Synopsis o f Project Progress Since Last Report
Project is to develop marketing strategy by market 
research and analysis for a new business that 
includes for Korean franchise bakery and latte art 
coffee shop. This is an additional project for SSD & 
LA project to justify how the business model is fit 
to current local condition in Anchorage, AK. The 
project management plan includes project 
abstract, scope management, change control 
management, schedule management, 
communication management, stakeholder 
management, and risk management plans.
This project is newly proposed project for the 
precedent project that is "SSD & LA Project." All 
project subsidiary management plans have been 
newly created. For the PPM1 in PM686B, the 
required data set is still gathering to support for 
the project deliverables. Also, This project 
management plan still has been updated for 
renewal for completion.
Current Status Forecast
For PPM1, the newly proposed project is managed 
as planned in project schedule. And the necessary 
data is gathered to support to develop marketing 
strategy for the business. The current status is on 
green.
Approval is required for newly proposed project to 
complete for PM686B. But, the materials for PPM1 
of PM686B will be turned in on time.
Anticipated Changes/Key Risks/Corrective 
Actions
Key Takeaways/Where Help Needed
This is newly proposed additional project 
management plan. Before getting confirmation 
with project sponsor and advisor for this project, 
project management plan and data set and risks in 
the project will be managed appropriately under 
the project advisor, and corrective actions will be 
performed continuously.
The project needs to be approved by committee 
members for completion, and the project 
management plan will be reported by the date of 
the schedule. Once approved, PPMs for PM686B 
will be turned in on time. The project is still on 
waiting for the approval as planned on January 
and February 2015.
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Name:___ Scott You_____________________________  Date:_____Feb 13 2014
Project Title: Developing M arketing Strategy by M arket Research and Analysis for SSD  & LA Project
Synopsis of Project Progress Since Last Report
Project is to develop differentiation strategy in 
marketing by market research and analysis by 
using segmenting, targeting, and positioning (STP) 
analysis and marketing mix analysis (4Ps: product, 
price, place, and prom otion) for a new  business 
proposed by SL Plan. The project m anagem ent 
plan (PM P) includes project abstract, project 
charter as well as scope, change control, schedule, 
com m unication, stakeholder, and risk 
m anagem ent plans.
To develop differentiation strategy in marketing, 
this project has now  updated for all subsidiary 
m anagem ent plans in PMP. All project subsidiary 
m anagem ent plans have been updated from the 
last report date continuously. This project has 
been collect required data for STP and marketing 
mix analysis (4Ps) for the final project deliverables. 
The project has been measured by the method 
of %  complete.
Current Status Forecast
For PPM2, currently proposed project has been re­
baselines for scope and schedule, as well other 
related subsidiary m anagem ent plans and required 
tools are updated. Because o f stakeholders 
requirem ent changes, this project is now  updated 
all requirem ents from stakeholders to reflect their 
feedbacks. And the necessary data has been 
changed a lot and gathered additionally to support 
the suggested marketing analyses.
Project is still updated after PPM #1  by 
stakeholder's request. And, all requirem ents for 
PPM #2  will be provided on time. All necessary 
changes for this project has undergone updates in 
PMP.
Anticipated Changes/Key Risks/Corrective 
Actions
Key Takeaways/Where Help Needed
Because of scope and schedule changes, additional 
changes need to be follow  up to complete this 
project. Risks identified and controlled in the risk 
register has been still updated, and revised to 
reflect the impacts of any incurred risks in the 
project charter. The docum ents for this project 
have been still updated continuously in writing.
The project needs to collect appropriate data for 
providing inform ation to suggested marketing 
analyses. The project m anager has got feedbacks 
from  the project advisor primarily, as well the 
project committee members. The proposed 
project is now  approved and still undergone 
updates o f P M P  in overall. Any  necessary data in 
marketing will be asked to the project advisor 
w hen necessary or by the requests of stakeholders 
to complete this project.
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Name:___ Scott You_____________________________  Date:_____M arch  6, 2014
Project Title: Developing M arketing Strategy by M arket Research and Analysis for SSD  & LA Project
Synop sis  o f  Project Progress Since Last Report
This project is to develop a differentiation strategy 
in marketing by market research and analysis by 
using segmenting, targeting, and positioning (STP) 
analysis and marketing mix analysis with product, 
price, place, and prom otion (4Ps) for a new 
business, proposed by the SL Plan. The project 
m anagem ent plan (PM P) includes project abstract, 
project charter as well as scope, change control, 
schedule, com munication, stakeholder, and risk 
m anagem ent plans.
This project has been updated because of changes 
of baselines in the project scope and the project 
schedule. All subsidiary m anagem ent plans have 
been updated through the change control 
(m anagem ent) process as described in the project 
m anagem ent plan (PMP). For the process of the 
STP analysis, segm enting has been implemented 
with researching data and inform ation for markets 
and competitors. Now, this project is focusing on 
developing a marketing strategy as planned.
Current S tatu s j[ i Forecast
For PPM2, expected changes of baselines in the 
project schedule and scope had been completed. 
And, the P M P  is still updated as planned; that will 
be continuous up to the end of this project. All 
necessary tools are updated in the scope, change 
control, schedule, com m unication, stakeholder, 
and risk m anagem ent plans. The project has been 
controlled by % com plete between actual % 
complete and planned %  complete. Up to this 
report date, as updated o f the P M P M , the actual %  
complete and planned % complete are on the 
sam e extent o f completion. Now, the status is 
green.
After PPM#2, this project is focusing on developing 
final deliverable. If implemented as planned, this 
project will show  the same or better actual %  
com plete than planned %  complete. The analysis 
o f this project will be the issue from now. Tools 
selected for the final deliverable will be examined 
appropriateness to each stage; that are described 
on the table of contents in PPM #2  as project 
deliverable status. Feedbacks have been and will 
be collected from the project advisor and the 
com mittee m em bers for the process.
Anticipated  C h an ge s/K ey  R isks/Corrective  
A ctions
Key T akeaw ays/W h e re  He lp  Needed
Anticipated Changes: not significant after PPM#2. 
PPM #2  has been updated as stated on project 
status report on 2/13/15, and completed.
Key Risks: risks on collecting com petitors' data and 
information. The data and inform ation will not be 
provided, or even provided, those needs to be 
examined for the truth.
Corrective Actions: the P M P  has been updated for 
correcting the whole docum ents. By any feedbacks 
of the project advisor and the com mittee 
members, the P M P  will be updated as requested 
after exam ining the requests and discussions.
Key Takeaways: segm enting data and tabulated 
inform ation between factors in the STP analysis 
will be key points. This process m ay take long as 
planned. And the marketing mix strategy (4Ps) will 
be followed up to specify 4Ps; that is also a tactics 
for the STP analysis, and, in final, the DS plan. 
Feedbacks will be gathered and reflected to the 
final deliverable, from  the project sponsor, project 
advisor, as well the project com mittee m em bers
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Name:___Scott You___________________________ Date:____ April 3, 2015.
Project Title:__Differentiation Strategy for Marketing of Sung Sim Dang Bakery & Latte Art Espresso
Coffee Shop Plan (DS )___
Synopsis of Project Progress Since Last Report
This project is to develop a marketing strategy 
through market research and analyses that are the 
segmenting, targeting, and positioning (STP) 
analysis and the marketing mix analysis with 
product, price, place, and promotion (4Ps). It 
supports and supplement the SL plan, suggesting 
the execution plan of a new business combined a 
bakery with a coffee shop.
The final report and the final deliverable have 
been completed, and focusing on editing and 
updating to reduce any errors in completion of this 
project.
So, Anchorage market has been segmented, and 
determined the targeted market and customers.
By suggested positioning concepts, the specific 4Ps 
reviewed from the SL plan, re-examined, and re­
proposed.
Current Status Forecast
This project has been completed as planned even 
though there were changes of scope and schedule 
and others in the PMP. However, researches and 
analysis completed, and documenting and editing 
process have been conducted for updating the 
final deliverable.
Final report and final deliverable has been 
completed. The progress of conducting analysis 
was ahead of the project schedule. Now, the 
project is focusing on editing of documents.
Anticipated Changes/Key Risks/Corrective 
Actions
Key Takeaways/Where Help Needed
As mentioned, editing has been conducted. 
Several peer reviews have been completed, and 
waiting for other peer reviews.
Reviewing of documents of the final report and 
final deliverable is key point to be focused on until 
PPM#4.
© 2015, Scott You -1 -
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Project Charter
P r o je c t  N am e:
D e p a r tm en t:  
F o c u s  A rea :  
P r o d u c t/P r o c e ss :
Differentiation Strategy for Marketing of Sung Sim Dang Bakery & Latte Art Espresso 
Coffee Shop Plan
Scott You, Project Manager
Marketing Research, STP analysis, and Marketing Mix Analysis (4Ps)
Project Management Plan, Marketing Strategy
P r e p a r e d  B y
Document Owner(s) Project/Organization Role
Scott You Project Manager
Project Charter Version Control
Version Date Author Change Description
1.0 1/26/2015 Scott You Initial drail
1.1 1/30/2015 Scott You Update (overall)
1.2 2/5/2015 Scott You Scope changes
2.0 4/19/2015 Scott You Update (overall)
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1 Introduction
The Sung Sim Dang bakery & Latte Art plan (SL plan) has been proposed to launch a new business in Anchorage, 
AK, and introduced the business background, the type, and the project execution plan with the project management 
plan (PMP). The SL plan has shown the information about the composition of a new business: including a Korean 
franchise bakery and a local latte espresso coffee shop. This proposal of a new type business has been intended for 
introducing the brand new and high quality of breads at low costs and coffee with a culinary arty for the customer’s 
fun. The SL plan’s concept is “Enjoy More and Pay A Little.” It’s because a new introduction of Korean franchised 
bakery to current local market can inspire new taste to the people. Also, providing Korean franchise breads through 
the SL plan can provide an opportunity to enjoy familiar tastes of hometown breads to the local Korean-American 
who immigrated from South Korea.
For the success of the SL plan, this DS plan is prepared for developing a marketing strategy. The objective of the 
project is to show the feasibility of the new business by developing a differentiation strategy in marketing. Through 
market researches and market analyses, a newly proposed marketing strategy will include the data of Anchorage 
market for up to past five years. Also, this project will compare the analyses with other marketing analyses of Korea 
franchise bakeries, which have had Korean franchise bakeries in the U.S.
This project selects two tools to understand the current anchorage market and help the project sponsor making a 
decision whether to implement the SL plan, and a new business as a result. The selected tools are the segmenting, 
targeting, and positioning (STP) analysis, and the marketing mix analysis with product, price, place, and promotion 
(4ps). These tools will provide information and data to develop and document a differentiation strategy in 
marketing, which is based on those analyses for the successful execution of the SL plan.
The STP analysis will include three steps; they are segmenting, targeting, and positioning. Each step of the STP 
analysis has subsidiary steps as follows. First step is segmenting markets by potential customers, researching 
competitors, and determining business customers. Second step is determining business owner’s capability and 
business key success factors, researching competitors’ capabilities, and selecting segments to be targeted. Third step 
is identifying differential segments’ benefits, and developing positioning concept of a business. And, the marketing 
mix analysis (4Ps) will includes two steps; they are reviewing the product, price, place, and promotion (4Ps) in the 
SL plan, also examining and proposing the appropriate product, price, place, and promotion by analyzing data and 
information for 4Ps.
This PMP includes subsidiary management plans to manage this project. The subsidiary management plans included 
are the change, scope, schedule, communication, risk, and stakeholder management plans. Other subsidiary plans 
such as cost, quality, human resources, and procurement management plans, are excluded since they are not 
applicable to this project.
2 Project Description
This DS plan is to propose a differentiation strategy in marketing for the SL plan, including the execution plan of a 
new business, by analyzing Anchorage market to show the feasibility of a new business in Anchorage, AK. The 
project manager will conduct market researches to collect data and information about Anchorage market conditions 
for up to past five years. Those collected data and information will be analyzed by two analytic tools; they are the 
segmenting, targeting, and positioning (STP) analysis, and the marketing mix analysis with product, price, place, 
and promotion (4Ps). The project manager will segment markets by potential customers, research competitors’ 
customers, and determining business customers. As following of segmenting the markets, the project manager will 
assess and define new business’ key success factors with competitors’ capabilities for those success factors, and 
select segments to be targeted. The project manager will determine positioning of a new business by identifying 
differential segments’ benefits and developing positioning concept of a business. Also, the project manager will 
review and examine the products, prices, places, and promotions (4Ps) in the SL plan, and propose iiCv, 4Pl, fui uiC 
DS plan. These analyses, as results of two selected tools, will be used for developing a differentiation strategy in 
marketing for the DS plan. This newly developed marketing strategy will be compared with other marketing 
analyses of a selected Korean franchise bakery operating in the U.S.
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3 Project Deliverable
Deliverables of the Project
• Marketing Strategy
Limits and Exclusions
• The DS plan cannot guarantee the successful operation of a new business consistently after three years, 
which is set up in the SL. Rather, the DS plan expects that the SL plan will be feasible to operate a new 
business at least for three years as planned in the SL plan.
• The cost estimation of this project is out of the scope since the SL plan includes the capital management 
plan in which the required costs were described during the period of executing the SL plan.
Assumptions
• The necessary data and information for developing marketing strategy is available in Alaska.
• The selected Korean franchise bakery, operating in the U.S, in the SL plan will provide information of their 
Korean Franchise Bakeries and current marketing strategies at least partially.
• The project manager is available to work for this project; the workable days and times are Monday through 
Friday for 5 days in a week, and 8 hours in a day. The project manager will also do overtime for completing 
delayed tasks for all activities when necessary.
.  T ’L   ^ _______________ i n  _ _ . i ,    _ i . r  i  i  t r  j    •................t j .  . .1 . i  i i  i~ * nt- yiujcta manage! win wuiiv. un ncuiuimi mmuays, which is cuumucicu as wurKaoie uays.
• The SL plan is assessable to review and update any changes for corrections by the project manager.
• The time value of money will not be considered for analyzing the STP analysis and the marketing mix 
analysis (4Ps).
• Feedbacks of stakeholders in the DS plan will be provided within 2 workable days in a week by the project 
manager’s requests.
• The higher income earners show high consumption patterns and attitudes for goods and services in 
Anchorage.
• Economic changes in Anchorage will be estimated by the consumer price index (CPI).
Constraints
• The duration is 102 days (working days)
o December 12, 2014 through April 28, 2015
• The location of launching new business is Anchorage, AK.
4 Project Stakeholders
List of Stakeholders
Name Position
• Scott You • Project Manager
• Seong Dae Kim • Primary Advisor, Assistant Professor
• LuAnn Piccard • Committee member, PM Program Chair and 
Assistant Professor
• Roger Hull • Committee member, Assistant Professor
• E.J. • Project Sponsor
• IRB Board • IRB Board
©2015, Scott You
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• Kaladi Brothers • Competitor (coffee)
• Starbucks • Competitor (coffee)
• Local Vendors (coffee) •  Competitor (coffee)
• Charlie’s Bakery • Competitor (bakery)
• Yummy Bakery •  Competitor (bakery)
• Local Vendors (bakery) •  Competitor (bakery)
•  Sung Sim Dang Bakery •  Contractor for Franchise bakery
5 High-Level Requirement
Sung Sim Dang bakery & Latte Art Coffee Shop Plan (SL Plan)
6 High-Level Project Description and Boundaries
• Resource Requirements
1 x Project Manager 
1 x Project Sponsor 
1 x Committee board
1 x Primary Advisor
2 x Committee members
7 Project Milestones and Deliverables
Milestone Deliverable Date
Phase 1: Completion of STP 
analysis
The STP analysis will be completed. As a 
result of the STP analysis, the analyzed data 
and information will be provided for 
developing a marketing strategy
3/23/2015
Phase 2: Completion of 
Marketing Mix Analysis 
(4ps)
The marketing mix analysis (4ps) will be 
completed. As a result of the marketing mix 
analysis (4ps), the analyzed data and 
information will be provided for developing 
a marketing strategy
4/3/2015
Phase 3: Completion of 
Marketing Strategy
Based on the set of the STP analysis and the 
marketing mix analysis (4Ps), a marketing 
strategy will be documented and submitted
4/21/2015
Phase 4: Completion of DS 
Plan
The DS Plan will be completed 4/29/2015
8 Roles and Responsibilities
Project Sponsor: Approves the project charter and plan; secures resources for the project; confirms the 
project’s goals and objectives; keeps abreast of major project aclivities; makes decisions on escalated
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issues; and assists in the resolution of roadblocks.
N a m e Role Email / Phone
E.J. Customer / Project Sponsor juriet 1 0 04@ gm ail.com
Project M a n a g er: Develops the project plan; identifies project deliverables; identifies risks and 
develop risk management plan; scopes control and change management; maintains all documentation 
including the project plan and course deliverables; reports and forecast project status; ensures that the 
project’s deliverable meets the course requirements of PM686A and PM686B; and communicates
project status to stakeholders.
N a m e Role Email / Phone
Scott You Project Manager cwyou.ak@gmail.com
Committee B oard : Provide coaching, feedback and assessment or feedback and assessment input for
PM686A and PM686B courses
N a m e Role Email / Phone & Fax /Website
Seong Dae Kim Prim ary A d visor phone: 9 0 7 -7 8 6 -1 9 2 3 , em ail: 
rkhull@ uaa.alaska.edu
LuAnn Piccard Committee member phone:907-786-1917, email: 
lpiccard@uaa.alaska.edu
Roger Hull Committee member phone: 9 0 7 -7 8 6 -1 9 2 2 , em ail: 
sdkim 2@ uaa.alaska.edu
• Responsibility (R esou rce) A ssign m en t M atrix (P M  T eam )
Milestones
Roles
(R - Responsible, A- Accountable, C- Consult, I - Information)
S cott Y ou E . J .
S u n g  Dae 
Kim
LuAnn
Piccard Roger H ull
P M
Manager
Project
S p onsor
Primary
Advisor
C om m ittee
M em ber
C om m ittee
M em ber
Phase 1 : C om p letion  o f  ST P  analysis A, R I C C C
P hase 2 : C om p letion  o f  M arketing M ix  
A n a ly s is  (4p s)
A, R I C C C
Phase 3: Completion of Marketing Strategy A, R I C c c
Phase 4: C om pletion  o f  D S  Plan A, R I C c c
9 Project Risks
# R isk  A rea L ik e lih o o d R isk  O w n e r Description
1 Cost NA Project manger NA. When necessary, the project 
manager will ask an approval of the
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# Risk Area Likelihood Risk Owner Description
project sponsor.
2 Schedule High Project manger The project schedule will be managed 
through the change control process in 
the PMP. The changes or updated 
required for the project will be 
controlled through Gantt chart in MS 
Project throughout the project life 
cycle.
3 Scope Moderate Project manger The project schedule will be managed 
through the change control process in 
the PMP. The project manager will ask 
approval o f changes o f the project 
scope to the project primary advisor. 
The change o f  the project scope also 
will be required o f agreement o f the 
project sponsor.
10 Project Critical Success Factors
• Providing a differentiation strategy in marketing strategy for SL Plan.
• A marketing strategy needs to reflect the current Anchorage market condition.
•  Anchorage market condition needs to be analyzed by the STP analysis and the marketing mix analysis.
11 Project Control
• Key Performance Indicator will be % complete o f the schedule.
•  The project status and progress will be reported by comparison between planned % complete and actual % 
complete o f  the project schedule.
12 Project Prioritization (triple constraints matrix)
Triple Constraints Time Scope (performance) Cost
Constrain X
Enhance X
Accept X
13 Approvals
Name / Title Signature Date
Scott You / PM Manager Scott You 4/20/2015
E.J. /Project Sponsor E.J. 4/20/2015
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Ta. ESPM Department 
September 11,2014
Because the intent of future Family business plan is to be prepared for new family condition to stay in 
the U.S., submitting project by Scott You (Chang Woo You) through PM636A and PM686B is really 
worthy for keeping up our family status besides as a worker for Korean government to Anchorage 
branch of Korean Consular Offioe.
Newly proposed project through the course will be fully supported by our family for Scott You by 
financing from our related bank, and other information for researching and negotiating from related 
contractors such as Sung Sim Dang Bakery and others will be provided after direct discussion of bakery's 
head quarter through our family.
Unless there are no constraints for supporting for the project about financing and providing information 
by any regulatory and bylaw in the U.S. and South Korea, my family is willing to support him through the 
courses that he is taking and will take for the future.
If any question about our support, please do not hesitate and contact to me and our family. Our phone 
numbers are 907-782-8622 and 907-602-9611 as well as emails; iurietl004(5>Email.com and 
cwvou.aktfrEmail-Com
Sincerely,
Fun Woo Jeong(EJ)
General Affairs,
Consular Office of the Republic of Korean in Anchorage 
800 E. Dimond Blvd, Suite 3-695,
Anchorage, Alaska 99515
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DATE: December 10, 2014
TO:
FROM:
Chang You
University of Alaska Anchorage IRB
PROJECT TITLE: [676323-1 ] SSD Bakery & Latte Art Coffee Shop Project
SUBMISSION TYPE: New Project
ACTION: 
DECISION DATE:
DETERMINATION OF NOT HSR RESEARCH 
December 10, 2014
Thank you for your submission of New Project materials fo r this research study. The University o f Alaska 
Anchorage IRB has determined this project does not meet the definition of human subject research under 
the purview of the IRB according to federal regulations.
Initial market analysis for proposed business veture that includes stakeholder interviews. The stakeholder 
questions are (what questions) about the businesses, they are not (whom questions) about the owner/ 
managers themselves. The project is not Human Subjects Research.
We will retain a copy of this correspondence within our records.
If you have any questions, please contact Sharilyn Mumaw at (907) 786-1099 or 
simumaw@uaa.alaska.edu. Please include your project title and reference number in all correspondence 
with this office.
Sharilyn Mumaw, M.P.A.
Research Integrity & Compliance Officer
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